Book Paper and 
Newsprint Prices 
| Still Advancing 


New York, July 28—Stiffer re- 
sistance to scare buying developed 
during the past week in the paper 
market, with mills and jobbers in 
several instances refusing to ac- 
cept new orders for book stock. 

Prices also have stiffened. Most 
mills are refusing to quote except 
on a basis of price prevailing at 
date of shipment. One mill, the 
Consolidated Water Power & Pa- 
: per Co., advanced its prices 25¢ a 

: hundred-weight, its second in re- 
cent weeks. 

In the newsprint market, a sale 
of approximately 600 tons was re- 
ported during the week at $140 a 
ton plus freight, up $5 a ton over 
last week. (The regular contract 
price is $100). The demand for 
newsprint exceeds supply, and 
several midwestern and eastern 
: newspapers are understood to be 
trying to pick up extra tonnage 
wherever they can at almost any 
price. 


es With buyers of newsprint and 
book stock trying to load up, a 
number of mills are allocating new 
orders from regular customers and 
refusing to take new business from 
customers not on their books. 
Many mills are six to eight weeks 
behind on deliveries and the situ- 


HAPPY FAMILY—This will be the first of 
a series of four-color pages with art 
work by Norman Rockwell for the Allen 
B. DuMont Laboratories. The series will 
break Aug. 7 in Life. Campbell-Ewald 
Co., New York, handles the account. 


ation is getting worse. Jobbers’ 
stocks are low and they are not 
anxious to reduce inventories fur- 
ther by accepting spot orders from 
what they term “speculative and 
opportunist elements.” 

However, they say that there is 
an adequate supply of paper for 
books and magazines for regular 
customers’ normal requirements. 
Shortages on contract bookings for 
usual monthly or quarterly de- 
liveries are not apprehended, but 
slower delivery schedules seem 
likely. 

Since spring, prices on book pa- 
pers have advanced on an average 
of approximately 4% to 7%. In 

(Continued on Page 4) 


Media Say War News 


Some Advertisers Called 
Cautious, But No Budget 
Cuts Expected, AA Told 


Cuicaco, July 28—According to 
45 newspaper, magazine, radio, 
television and outdoor advertising 
men here, advertising as a whole 
has been relatively unaffected by 
the Korean war situation. This was 
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Hasn't Cut Schedules 


the overwhelming opinion ex- 
pressed in an informal survey 
made by ADVERTISING AGE last 
week. 

With few exceptions, they said 
that their business had not yet 
felt any effects of the Korean 
trouble, though most admitted 
there is some hesitation as to fu- 
ture plans by many advertisers 
who are waiting for the situation 
to develop. 

All expect that changes in the 
future are possible as the govern- 
ment puts restrictions on credit 
buying and critical materials, and 
as industries turn to war work. 
The majority opinion is that the 
change will come in copy and ap- 
proach as well as volume; but 
there have been few cancelations 
or changes of schedule up to now. 


= Of the few cuts that have taken 
place within the past two weeks, 
only three or four can be directly 
blamed on the Korean war, and 
those have come in _ industries 
where there is a possible metal 
shortage, or where there has been 
rush buying such as in soft goods 
like nylon, linens and tissue. 
However, the over-all picture is 
one of calm waiting and business- 
as-usual. There has been absolute- 
ly no panic on the part of adver- 
ae men, and the majority seems 
(Continued on Page 36) 


Hooper-Pulse 
Test Valueless, 
Nielsen Argues 


Telis Reasons in Letter 
to S. G. Breyer of KJBS; 
Suggests Alternative Test 


San Francisco, July 28—The 
impartial test for Pulse ratings vs. 
Hooperatings scheduled for August 
by Station KJBS (AA, July 10 and 
17) “will not provide data of any 
practical importance or value,” ac- 
cording to A. C. Nielsen, president 
of the A. C. Nielsen Co., Chicago. 

In a letter to Stanley G. Breyer, 
commercial manager of KJBS, Mr. 
Nielsen sets forth a series of argu- 
ments as to why Mr. Breyer can- 
not expect the test results to show 
agreement between the Hooper 
and Pulse audience measurements. 

He also proposes an alternative 
method of testing the validity of 
the two rating services. 

KJBS had challenged both Pulse 
and Hooper to compare their fig- 
ures with data produced by a third 
research company, which would 
conduct a large-scale house-to- 
house coincidental survey in San 
Francisco and Oakland during 
August. The third company would 
use an accepted random or prob- 
ability method for choosing the 
sample. 


sw The station suggested that, “if 
this third survey agrees with 
Hooper, then Hooper is right and 
Pulse is wrong. If it agrees with 
Pulse, then Pulse is right and 
Hooper is wrong. If it agrees with 
neither, then both Hooper and 
Pulse are wrong.” C. E. Hooper 
(Continued on Page 27) 
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ANA Postpones Meeting with Four 
Radio Networks; Both Sides Rest 


COMPARE sf 


CIGARETTE 


vOULE SEE WHY 
THE SMOKING TREND 
WAS TURNED TOWARD 


MARVELS AGAIN—Stephano Brothers is 

running the first fair-size campaign in 

two years for Marvels. Newspapers of 

110 cities in Illinois, Indiana, Kansas, 

Michigan, Missouri and Wisconsin are 

carrying 170-line copy, through Aitkin- 
Kynett Co., Philadelphia. 


Air Force Runs 
Emergency Drive 
for Reservists 


WASHINGTON, July 28—The Air 
Force broke a big emergency cam- 
paign in newspapers and on radio 
this week in an effort to bring 
back reservists who can be used in 
the military expansion program. 

The program involves three 
1,000-line insertions in 176 news- 
papers between now and Aug. 13. 
In addition, Air Force has run one- 
minute spots on 572 radio stations 
in 316 cities throughout the week. 

The radio spot campaign is to 
continue on 221 stations in 69 
cities through Aug. 15. 


ws Release of the special Air Force 
program is believed to be an indi- 
(Continued on Page 8) 


Last Minute News Flashes 


Curtis to Introduce Ready Lathered Shampoo 


Cuicaco, July 28—Within 10 days, Helene Curtis Industries Inc. will 
use magazines and full-page and 1,000-line ads in newspapers in 60 
cities to introduce its new ready-lathered Shampoo Whip. By pressing 
nozzle, pressure dispenser releases cloud of lather. One container, 
priced at $1, is called an average six months’ supply. Gordon Best Co., 


Chicago, is the agency. George M. 


Factor, who heads Helene Curtis’ 


retail division, has also been named vice-president in charge of the 


company’s advertising. 


Lectricovers Account Goes to Weir 

New York, July 28—Lectricovers Inc., largest manufacturer of elec- 
tric blankets in the U. S., has named Walter Weir Inc. te handle ad- 
vertising and merchandising. Plans include local representation through 
newspapers and radio, and business paper advertising. The company 


had no previous agency. 


General Mills Ad Budget to Stay Up 


New York, July 28—General Mills has no plans to reduce its adver- 
tising expenditures below 1949 expenditures, generally estimated at 
$13,000,000. This announcement was made in the course of a press 
meeting here revealing that GM had record earnings of $13,251,218 in 
the year ended May 31, 1950, despite a decline in sales to $395, 834, 706 
from $410,646,564 in the preceding year. 


Toura Co. Launches First Consumer Copy 


New York, July 28—Toura Co., manufacturer of spectacle frames, 
will launch its first consumer advertising campaign in September is- 
sues of Charm, Flair, Glamour, Harper’s Bazaar, Holiday, Town & 
Country, and Vogue. Ads will continue through the remainder of the 
year. All optical trade publications also will be used. Initial ads will be 
quarter pages, to be increased, probably, later in the year. Joseph P. 


Schneider Inc. is the agency. 


(Additional News Flashes on Page 39) 


Next Step May Be 
General Release of ANA’s 
Audience Values Study 


New York, July 28—The As- 
sociation of National Advertisers 
and the four radio networks were 
resting in their respective corners 
this week, and no one knew when 
the bell would sound for another 
round. 

After the networks—having first 
desired a general meeting with all 
nets present—later declined to 
come to such a meeting on advice 
of counsel, the ANA on July 24 
sent a telegram to the members of 
its radio committee advising them 
that the meeting was postponed. 

“Meeting with radio networks 
postponed,” the ANA reported. 
“Networks’ legal counsel advises 
against attendance. Full details to 
follow by mail.” 


m= The letters traced the develop- 
ments of the network imbroglio, 
but did not indicate what ANA’s 
next step would be. 

Some observers thought the next 
step would be the general release 
of the study of radio audience 
values which ANA had invited the 
networks to see. 

The study is reported to confine 
itself to discussing values, not 
rates. It does, however, set up a 
method of computing radio val- 
ues, by which an ANA member 
can compute for himself the com- 
parative value he is receiving for 
his radio investment. 

It is understood that when this 
method is applied, the conclusion 
is that—nationally—radio time on 
two networks has been reduced 
14.9% in value. This is, naturally, 
not the same as asking for a 14.9% 
rate reduction—a rumor widely 
circulated last week. 


a From there on, the study (which 

ANA has been developing for the 

past two years) is reported to 
(Continued on Page 38) 


FCC Denies Stations 
Fulltime Operation 


WASHINGTON, July 27—The Fed- 
eral Communications Commission 
turned thumbs down today on ap- 
plications from half a dozen day- 
time-only stations which wanted 
to operate full time, in violation 
of the old North American Radio 
Broadcasting agreement. 

Individually and through a 
hastily organized “daytime peti- 
tions association,” the stations said 
they were entitled to full time op- 
eration because the NARB agree- 
ment expired four years ago, and 
no longer binds FCC. But the com- 
mission contended that the agree- 
ment is still observed, and that 
talks are under way to renew it. 

Under the agreement, stations 
on the frequencies 730, 800, 900, 
1051, 1220 and 1570 must be low- 
power and daytime only, in order 
to avoid interference with Mexican 
stations. 
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Per Inquiry Radio Dead? Not at All, 
Insists Advertising Golf Ball Corp. 


New York, July 28—Per inquiry 
radio may have seen its best days, 
as most radio industry sources 
think (AA, June 26), but the Ad- 
vertising Golf Ball Corp. here isn’t 
letting itself be counted out. 

Moreover, Edward A. Collins, 
president of the company, is a 
sturdy supporter of PI for small 
concerns that haven’t yet acquired 
enough funds to “permit national 
distribution through the accepted 
forms of national advertising.” 
(PI is an arrangement whereby 
a radio station permits advertising 
of a product with reimbursement 
to the station on the basis of prod- 
uct sales, not card rate.) 

Mr. Collins offers golf balls 
“identical with a famous nationally 
advertised brand that retails 
everywhere at $11.40 per dozen.” 
Mr. Collins sells this ball at prices 


ranging from $3.60 to $4.20 per 
dozen less than the established re- 
tail price, depending on the quan- 
tity ordered. 


ws “Instead of offering a brand 
name ball, however,” he explained, 
“we factory stamp on each ball 
the call letters of the station or 
other inscription designated by 
promotion and advertising man- 
agers. In this form the golf ball 
is an advertising medium.” 

The balls, he said, are given 
to patrons and prospective time 
buyers by sales representatives of 
stations. “Our sales to these types 
of accounts represent a very small 
part of our business for the reason 
that dealers of practically all of 
the automobile companies and 
agents of from 50 to 60 major in- 
surance companies make similar 


use of them in connection with 
sales of new cars, insurance poli- 
cies and bonds.” 

“In addition,” he said, “we fur- 
nish advertising golf balls to scores 
of industrial firms throughout the 
country, among them Bakelite, Soo 
Line Railroad, Otis Elevator, New 
York Air Brake and many adver- 
tising agencies.” 


a Advertising Golf Ball has more 
than 100 radio stations as clients. 
These stations, Mr. Collins esti- 
mates, submit orders for one to 
ten gross of balls, with the average 
order being three gross. All these 
balls are used by the stations for 
advertising purposes. 

Golf ball sales to radio listeners 
during the months prior to Christ- 
mas will amount to about 1,000 
dozen balls, according to Mr. Col- 
lins. The stations themselves will 
get $2 for every dozen sold or the 
equivalent in golf balls. As for 
C. O. D, refusals, “We have never 
had even one dozen golf balls re- 
turned by the postman,” Mr. Col- 
lins said. 


“Couldn't help growing since selling a state-wide market of 
2,500,000 lowa people in the Des Moines Sunday Register” 


Growing pains are a pleasure that come with selling the 
rich Iowa market. Smart advertisers do it through the 
Des Moines Sunday Register—the one way of reaching all 


the state. 


lowa demands top attention in your sales plans. It’s a 5 
billion per year spending state made up of two choice 
markets! An urban one that spends more than cities like 
Boston and San Francisco—a farm market that can’t be 


equaled anywhere! 


You hit them doth, and hard, in the Des Moines Sunday 
Register. Coverage is 50% to 100% in 86 out of the 99 
counties (not less than 25% anywhere else). Overall aver- 


age is an amazing 75%! 


Producing results has made the Des Moines Sunday 
Register number seven of all American Sunday newspapers 
in general advertising linage. Still, milline rate is only $1.57! 


Represented by: 
Osborn, Scolare, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1950: 
Daily, 372,051—Sunday, 540,192 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Be og ee oh ats 


“sheer as at- 


TIES IN—These Black Rose 

mosphere” hose will be advertised in this 

page in Harper's Bazaar in September, 

tying in with the 20th Century-Fox film 

“Black Rose.” Weiss & Geller is Hole- 
proof’s agency. 


Mr. Collins said he’d be very 
happy if his company “could af- 
ford to pay for time and space at 
regular card rates, but since that 
is entirely out of the question, 
what are we to do? Would you 
recommend that we refrain com- 
pletely from merchandising golf 
balls in channels when each of the 
three participants—the buyer, the 
radio station and ourselves—prof- 
its satisfactorily by each transac- 
tion?” 


a Mr. Collins takes issue with the 
stand of T. F. Flanagan, manag- 
ing director of the National Assn. 
of Radio Station Representatives. 
Mr. Flanagan was reported by 
ADVERTISING AGE (June 26) as say- 
ing that most free-time operators 
either become legitimate compan- 
ies functioning on a card rate 
basis or go out of business. 

Mr. Flanagan also said: (a) The 
laws of economics account for their 
fall; (b) their credit is shaky, 
(c) their capitalization is bad, (d) 
their prices are excessive and their 
merchandise is poor. 

In rebuttal, Mr. 
clared: 

“Since we are still in business, I 
shall disregard (a) and concede 
that our credit standing is not 
high; further, our capitalization is 
not as good as we wish it were 
but the other two statements are 
decidedly inappropriate from our 
standpoint. 

“In the first instance (d), in- 
stead of being ‘excessive’ our 


Collins de- 


Advertising Age, July 31,9 


prices are decidedly lower than 
same ball when sold in local 
outlets. Our price to listeg 
when sold through stations, is 
per dozen compared with a regy 
price of $11.40 the dozen. 


a “Mr. Flanagan’s  observat 
that merchandise is poor ig 
applicable to us because the } 
we offer are of top quality, 
parable with all of the 95¢ balm 
and each is scientifically testeg 
our own shop for high compress 
and balance before we attempal 
process them.” 

Mr. Collins pointed out that 
of today’s industrial giants 
not always adequately capitalia™ 
and that some went through 
beginnings. 

“It is only by distributing 
nually a greater volume of 
balls that we may become big 
and through such growth e 
lish a budget that will permit p 
chase of time and space at # 
card rates. Until that time arriya 
it is our duty to ourselves to m@ 
chandise legitimately as many : 
balls as we are able.” 


Medical Arts to Seymour 


Medical Arts Publishing Fou 
dation, Houston, Tex., has nami 
Edwin Seymour Inc., New Yi 
as national representative for 
new publication, Boletin del C 
cer, The new magazine is a La 
American edition of “The C 
Bulletin,” and is concerned edit 
ially with cancer diagnosis ai 
treatment. Advertising is accept 
only in Boletin del Cancer, “7 
issued in September. 


"World Trade’ Out in _ 


A new monthly magazine, Work 
Trade, for general news cov 
of foreign trade field, slanted 
U. S. business interests, will § 
issued in August. The publicat ) 
with a full page ad rate of $% 
and a 8%x11 5/16” format, is pul 
lished by World Trade Publié 
tions, 1731 14th St., NW, Washi 
ton. Edward D. Simon is advert 
ing manager. 


Rigidized Names Leary 


Robert G. Leary has been 
pointed general sales manager 
Rigidized Metals Corp., Buf 
succeeding W. J. McArdle, 
has resigned. 


Audrey Gill Joins Chernow 


Audrey Gill, former adverti 
and publicity director of Car 
Shoe Co., has joined the copy @ 
merchandising staff of Cherng 
Co., New York agency. 1 
— 


Famis don't loaf on the job 


CONTINUITY. “‘Night and Day’”’ is 
your theme song outdoors! For 
GOA panels are busy selling night 
and day, week after week... ail 
year long. And constant repetition 
is the best way to pound your 


1925 Silver Anniversary Year 1950 


ar 


sales message home .. maké ll 


stick till people buy! Gené 
Outdoor Advertising Comp 
515 S. Loomis St., Chicago 14 


o Lid 


KI (e I 


* Covers 1400 
leading cities 
and towns 
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The largest of Fairchild’s 22 branch offices moves 
to larger and more centrally located offices. 


THE ADDRESS: 105 WEST ADAMS ST., 


CHICAGO 3, ILLINOIS 


THE PHONE NO.: RANDOLPH 6-3170 


If you’re in the neighborhood, why not drop in. We’ll be 
glad to show you around. Meanwhile, please make note 
of our new address and phone number on your records. 


FAIRCHILD PUBLICATIONS 


WOMEN’S WEAR DAILY « DAILY NEWS RECORD «¢ RETAILING DAILY 
FOOTWEAR NEWS ~« MEN’S WEAR e¢ PAPERS OF THE AATT 
FAIRCHILD BLUE BOOK DIRECTORIES e FAIRCHILD BUSINESS BOOKS 
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Book Paper and 
Newsprint Prices 
Still Advancing 


(Continued from Page 1) 
some cases the 


increases have 
reached 10%. During 1949, the 
average paid by publishers for 
magazine stock was $166 a ton. 
Faced with higher costs, and the 


SOUNDS LIKE MAGIC = WORKS LIKE MAGIC 


YOU could set type for an.ad like this right ot your own 
desk. it's no trick at all with FOTOTYPE - the streamlined 
successor to metal type. Just slip die-cut cardboard 
letters into exclusive, self-aligning composing stick. 
Slashes type costs. Makes layout preparation easier, 
foster. Wide selection of type faces. Catalog free! 


FOTOTYPE, INC., 1415 Roscoe, Chicago 13 


war situation which may affect 
advertising volume and circula- 
tion guarantees, consumer maga- 
zine and business paper publishers 
find themselves in what one of 
them described to AA as “a hell of 
a position.” 

The consensus, however, is that 
current conditions will be stabi- 
lized within the next six or eight 
weeks. It is felt that either gov- 
ernment controls will be imposed 
or that more normal markets in 
raw materials will be established 
through application of voluntary 
allocations by suppliers, in line with 
customers’ requirements before the 
Korean situation developed. 


Weeklies Get Record Linage 


National advertising in weekly 
newspapers reached a new high in 
June, when total volume was 57,- 
039,676 lines with a dollar value 
of $1,996,389, according to the 
American Press Assn., New York. 
The figures represent an 8% gain 
over May, 1950, the previous high 
month, and an increase of 39% 
over June, 1949. 


Coca-Cola Hit By 


New Bill in France 


Paris, July 26—Once again 
Coca-Cola is being attacked in the 
French National Assembly, despite 
the recent defeat of the February 
anti-Coke bill in the upper-cham- 
ber Parliament (AA, June 19). 

The new bill to ban Coca-Cola 
has the unanimous vote of the 
drink committee of the National 
Assembly, which has asked that 
it be introduced into Parliament. 
The anti-Coke bill is signed by a 
Communist. 

The drink committee claims that 
France is well served by drinks 
of all kinds, and no more are 
needed. It points out that since 
Coke was introduced in Italy, 
wine sales have fallen off. The 
worried wine interests are the rea- 
son the committee has given its 
support to the bill—despite its 
Communist sponsorship. 

Last month, a similar motion 
was turned down by the upper 


chamber. However, that bill was 
supposedly based on the alleged 
harmful effects of drinking Coke. 
Since the new measure openly ad- 
mits to protecting wine interests, 
some observers say the senators 
may think twice. 

Naturally, the government is op- 
posed to the motion, but it is not 
certain that the bill will be de- 
feated because of this. However, 
world events may put the discus- 
sion off, and for that reason Coca- 
Cola has not let up on its present 
advertising campaign. 


Display Appoints Moodie 


Lorne R. Moodie, formerly an 
account executive with Melamed- 
Hobbs Inc., Minneapolis-Chicago, 
has been named to the sales staff 
of Display Corp., Milwaukee. He 
will represent Display in Chicago 
and Minneapolis. 


Moves San Francisco Office 
Bob Wettstein, San Francisco, 
publishers’ representative, has 
moved to larger quarters in the 
Howard Bldg., 209 Post St. 
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When you first start thinki 
first—call or write the nearest Donnelley office listed below. 


What Do These Words Mean to 
Contestants and Clients Alike? 


In a word, confidence. 


Confidence strong enough to overcome the natural suspicion of 
many that winners are picked by chance. 
Confidence strong enough to forestall possible ill will for your 
product among the losers. 
Confidence that springs from one thing—Donnelley’s reputation 
in the contest judging field. 
This reputation is by no means self styled nor wishful puffery. 
Indeed, proof that Donnelley’s remarkable reputation is justified is 
evidenced by: 
(1) the large volume of mail we receive asking us to clear 

up misconceptions about contest judging 

bs ww supreme court decision 


A 


ing 


fp ane | Donnelley’s 

as P and impartial 

(3) many feature stories in national and local 
that have educated the public about Donne 
tial judging standards 


(4) a guarantee by 
finan: 


ublications 
*s impar- 


s protecting clients against 


Donnelley 
cial loss arising out of suits charging regligent or 


unfair judging 


Your next contest deserves the Donnelley reputation behind it— 
the kind of reputation you'd like associated with the product you 


contests, get our contest thinking 


Advertising Age, July 31, 1 


GE Enters Race 
with New System 
for Color TV 


Syracuse, N. Y., July 28—In ag 
llth hour letter to the Federgj 
Communications Commission yeg. 
terday, General Electric Co. ap. 
nounced it has developed a ney 
system of color television which 
will transmit a color picture on 4 
band no wider than the current 
b&w frequency band. 

However, although important 
preliminary tests have been made, 
the system is still in the laboratory 
stage, and demonstrations cannot 
be expected for at least three of 
four months. 

The new “frequency interlace” 
system also can be used with 
either the three-tube or the single 
picture systems advocated by other 
companies at the recent FCC color 
hearings, according to Dr. W. R.G 
Baker, GE vice-president and gen- 
eral manager of the company’s 
electronics department. 


s Dr. Baker said that the frequen. 
cy interlace system would permit 
relatively low-cost receivers, “te 
liable in operation, easy to adjust 
and maintain and simple in con 
struction.” 

He added that the system is in 
herently compatible with present 
b&w standards and that colo 
broadcasts could be received ip 
b&w on conventional receivers 
Similarly, b&w broadcasts could 
be received on frequency interlace 
receivers. 

The system was developed by 
Robert B. Dome, consultant in the 
receiver division here at Syracuse, 
who has been working on TV re 
ceiver engineering work since 1934, 
except for his war service. 

In his letter to the FCC, Dr 
Baker said: “The frequency inter 
lace color system has been critical 
ly studied by our organization and 
others. It appears to be technically 
sound, 


ws “We have not had time to make 
complete tests on this system 
However, we have just completed 
tests to prove what seemed to be 
critical points. 

“At present, the major effort of 
our laboratory is directed toward 
the development of the frequency 
interlace color television system 
If our work proceeds according 
schedule, we will be able to make 
a preliminary demonstration i 
from 90 to 120 days. 

“I recognize that it is rather late 
to submit for consideration a new 
system of color television. Um 
fortunately, however, research ané 
development cannot be scheduled 
otherwise we would have pre 
sented the system at the recel 
hearing. : 

“In any event, the frequency mM 
terlace system of color television 
appears to have such outstanding 
potential advantages as to justify 
serious consideration even at such 
a late date.” 


Haywood Names McDonald 

Haywood Publishing Co., Cleve 
land, and its affiliated company; 
Electrical Publications Inc., 
appointed Roy McDonald & © 
Los Angeles and San Francisco, # 
publishers’ representative for thé 
West Coast, effective Aug. 1 f@ 
its magazines Packaging Pa 
and Shears—and January, 195) 
for Electrical Dealer and Electr 
Light & Power. 


Farm Vehicles At Peak 


The total number of tractor 
trucks and automobiles on VU. 
farms has reached a new all-tim® 
high in excess of 12,000,000, a& 
cording to the 13th annual statit 


tical issue of Implement & Tractom 


national farm equipment busine®y 


paper. 
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The largest volume of advertising ever carried 


by any publication in the first half of any year 
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‘Today's Advertising’ Ceases Publication; 


Lack of Advertising Support Is Blamed 


New York, July 25—With its 
issue of July 24, Today’s Adver- 
tising, daily advertising newspa- 
per published by Trade Newspa- 
pers Inc., suspended publication. 
The daily had its first issue Nov. 
11, 1949. Issue No. 175 was pub- 


lished yesterday. 

Joseph M. Koehler, editor and 
publisher, told AA that “we simply 
didn’t get the advertising support 
we had anticipated. That’s the 
story in a nutshell.” 

Asked about his future plans, 
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Koehler said he hasn’t had time 
to develop any. “My present job 
is to get my staff placed, and that’s 
what I’m concentrating on,” he 
said. , 
Asked about the problem of un- 
‘expired subscriptions, Koehler 
said: “It is a corporate matter and 
undoubtedly will be taken care of 
in the liquidation of the corpora- 
tion.” 


‘Inquirer’ Names Three 


Philadelphia Inquirer has trans- 
ferred Robert R. Beck, formerly 
Chicago representative, to New 
York. Edward J. Lynch, formerly 
food advertising manager, suc- 
ceeds Mr. Beck, and Charles E. 
Schaub, a member of the paper’s 
food advertising department, suc- 
ceeds Mr. Lynch. 


Chateau Wines to Rex Agency 


Rex Advertising Co., Detroit, has 
been named to handle the ad- 
vertising and merchandising cam- 
paign of Molly Pitcher wine for 
Chateau Wines Corp., Royal Oak, 
Mich. A three-times-weekly Fred- 
eric W. Ziv radio production, “The 
Barry Wood Show,” will be placed 
in several Michigan and Ohio mar- 
kets. Local TV spots, outdoor, di- 
rect mail and point of sale also 
will be used. 


Brightwater Names Two 


Brightwater Paper Co., Adams, 
Mass., has appointed Charles O. 
Rader, formerly with Bridgeport 
Brass Co., as general sales man- 
ager, and Daniel P. Abercrombie 
Jr., formerly New York sales man- 
ager of Brightwater, as eastern 
sales manager. 


North Dakota has charms that no advertiser can afford to pass 
up — one of them is the state’s still better-than-average farm 
income. Where farm income is highest, all sales are better. In 
North Dakota you can get your share of this business by using 
the NORTH DAKOTA DAILIES, covering 90% of all rural, small 
town and city homes. 
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Maclean Attempts 
to Find How Often 
Magazines Are Read 


Toronto, July 27—The Maclean. 
Hunter Publishing Co. here has 
conducted a study among readers 
of two of the company’s publica. 
tions—Chatelaine and Maclean’s 
Magazine—in an effort to deter. 
mine (1) the number of times each 
reader picks up a magazine in the 
course of reading it, and (2) the 
procedure followed during each 
of these reading periods. 

In interviews conducted among 
readers of the two magazines only 
four questions were asked: j 

1. What is the avgrage number 
of times you pick up a magazine 
before you have finally finished 
reading it? 

Less than 3% of those queried 
said that they finished it at first 
reading, while nearly 16% said 
they pick up an issue more than 
six times before finishing it. The 
average number of times was 38 
per issue. 


a 2. How do you go about read- 
ing your magazine when picking 
it up for the first time? 

Over 82% said they leaf 
through the magazine noting arti- 
cles and stories; about 7% said 
they read it from cover to cover; 
almost 9% read one particular de- 
partment first and then leaf 
through the issue, while less than 
5% look up the table of contents 
and select something of interest. 

3. How do you go about reading 
the magazine when picking it up 
at other times? 

Over 68% still reported that 
they leaf through the issue, while 
almost 22% make their selection 
from the table of contents and 10% 
read an issue cover-to-cover. 

4. Do you usually complete the 
reading of a story or article, in- 
cluding turn-over? 


ws Over 97% answered in the af- 
firmative. Magazines used in this 
study had major articles and fic- 
tion starting at the front of the 
book, with the turn-over continued 
farther back. 

In analyzing the results of its 
experimental study, Maclean-Hun- 
ter estimated that the average read- 
er of the two test magazines might 
be impressed by a single advertise- 
ment in one issue as many as seven 
or eight times. With the develop- 
ment of better interviewing tech- 
niques, the company hopes to be 
able to demonstrate to advertisers 
that one of the most important val- 
ues in magazine advertising lies in 
the number of impressions per 
reader per issue. 


Nesco Appoints Gray 


Richard L. Gray, formerly gen- 
eral sales manager of McCormack- 
Mathers School Publishing Co. 
and general manager of Plia-Pail 
Co., has been named manager of 
the rubber goods division of Nesco 
Inc., Milwaukee. ; 


Taylor to Whitney Blake 

J. M. Taylor, formerly with Ab- 
West Hartford, 
Conn., has been appointed assist- 
ant sales manager of Whitney 
Blake Co., New riaven, Conn. 


Here's What We Read: 


If you want full information about 
our coverage drop us a line asking for 
our Beoklet Ne. 60 which lists more 
than 2100 publications that we © 

divided into four major classifications. 
Booklet also contains some interesting 
information about our method of haa- 
dling clippings. Booklet Ne. 50 “Maga- 
zine Clippings Aid Business” | 

how the service is used by business 
organizations and their agencies. 


BACON'S CLIPPING BUREAU 


Business Papers @ Farm Pub dons 
Consumer Magazines _ 
Dearborn St., Chicago 4 
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Ranking of 
National 


Advertising Media 


Medium 


Total Investment 
by Advertisers 
(Jan.-June 1950) 


1st 


LIFE 


$39,718,584 


2nd 


CBS-Radio 


36,072,366 


3rd 


NBC-Radio 


32,912,839 


Ath 


Saturday Evening Post 


31,733,311 


5th 


ABC-Radio 


19,428,909 


6th 


Time 


12,157,472 


7th 


Ladies’ Home Journal 


11,435,756 


Sth 


This Week 


10,060,108 


Oth 


Better Homes & Gardens 


9,962,688 


10% 


American Weekly 


8,822,954 


The next ten national media rank as follows ...11th: MBS-Radio, $8,493,644— 12th: Collier’s, 
$8,198,359 — 13th: Look, $7,937,749— 14th: Good Housekeeping, $7,718,075 — 15th: NBC-TV, 
$7,493,616 — 16th: Woman’s Home Companion, $5,746,425 — 17th: McCall’s, $5,089,152 — 18th: 
Newsweek, $5,049,937— 19th: Country Gentleman, $4,756,030 — 20th: CBS-TV, $4,604,211. 


Source—Publishers’ Information Bureau (gross figures). 


Radio and Television figures are for network time only. 
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FIRST IN MAGAZINE CIRCULATION 
FIRST IN READERS 
FIRST IN ADVERTISING REVENUE 
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Radio, TV Industry ac tet — apap, oe Air Forc e R 5 F 
to Get $1 Billion opened. | 
Ext f Milit Le one agg —_ = 4 a | 
Tra trom i reliable indication of the outloo 3 D B 
GFY [tor TV sets and other civilian mer ency rive} D. 
of the radio manufacturing inaes: | *Tuoment. Until the industry has | . 
: is-| a breakdown of the government f R ts 
try heard this week that their mil-| orders, there is no way of fore- or eserv IS | 
wey A orders during the remainder! casting the amounts of critical os eee a 
would oe teas eee z nee components—resistors, tubes, etc. Mca SE Ee ee (Continued from Page 1) N 
templated $500,000,000 to $1.5 bil-| ,, VC Will go to the armed] Ejay VINYLITE—This price board, developed for Sheffield Forms by Eliay Corp., omer of an nite advertising way (i 
vy forces. is made of vinylite by a process Eljay claims will make possible production runs P y —_ tetra secre: ting ina sig! 
Though the industry’s total sal of as few as 500 signs at reasonable cost. The forming procedure will reproduce period of “semi-mobilization.” wee 
pa ws t vid § total sales! » Industry members came away figures, trademarks, friction fit pockets, and standard copy. While advertising stands aside rest 
_ ., er ag: ae averaged | trom conferences with the impres- for total draft during all-out War, —§ com 
na oe 7 a 74 = sion that the full impact of the The government orders are not ‘Coronet’ Issues Rate Card service officials consider it ex. me! 
tary orders would tie nd — e| Military orders is still some weeks entirely new business. During Coronet’s new rate card, effec-| T°me!Y important for a situation (A/ 
up more | __maybe even months—away. postwar years, radio manufactur-| tive with the January, 1951, issue, such as the nation faces at presént, effo 
According to reports here, the| ers’ sales to the military have av-| shows no change in rates, with full} According to reports here this TV, 
os industry is to proceed at this time| eraged $300,000,000 to $400,000,-| page b&w at $4,025 and 4-color at| Week, services would like to keep Age 
BOOKLETS 1 ff | 28 $500,000,000 worth of orders! 999 annually. ,720. However, Coronet’s aver-| draft calls at a minimum, ang™ T 
pat eatin salt Pana which were included in the regu- age net paid circulation for the| bolster their forces with reservists sale 
=a lar 1951 military budget. The ad- Ratferty Joins Tracy-Locke period ended Dec. 31, 1949, was| and other trained personnel. thre 
your Lh. | ditional $1 billion will be placed 2,619,878 ABC, a gain of 2% over] In any event, the services pre] ing 
é ” Paul G. Rafferty has been ap-| the same six-month period in 1948 
~ * t = // #& Ht after Congress acts on the special] . i, we --,|fer long term volunteers to™ for 
Lee P. Bott, dr. 64 & dactton, Caleage | $10.5 billion program forwarded by | Doutiea gr qeesustant ac “Con Dal-| eight months of 1950 war cain a| draftees, who have to be released bas 
; the President Monday. las. ‘ coe | be 86% over 1848.” *™4 ©) at the whim of Congress. tion: 
Worked up on an emergency§ Will 
basis by the services and by Grant ™ ente: 
Advertising, agency on the ac.™ Plan 
count, the Air Force campaign§ 0 
centers on cities where certain § WOU! 
types of reserve units had been ° SI 
K a E organized. — 
Y D ] @ Ads are headlined “Former Air § ceive 
7 G A Force Specialist: This Is for You,” § P08! 
| ® They urge reservists to come back 
at L- into uniform while they can still | © A 
choose their field of specialty. point 
aca a Ole Since the Korean campaign be- 4 
President © gan, the Army and Air Force both 
Glenn Sutton, Company, an- have bolstered the size of their re. § ‘ree 
ton Publishing intment of John cruiting organizations. During the = 
nounces the appo a istant past week, Air Force has had top ren 
dock as Editor a Ass Mag- media men at Maxwell Air Force Peter 
Haya of Metal Working base, Alabama, to participate in an , yeni 
Publisher dock was formerly indoctrination school for aviation § ‘ ® 
azine. Mr. a. ni Editor 0 De- cadet procurement teams. a 
Vice-Presiden utive Editor " Among those appearing on the to th 
“an. News and Exect faculty were George W. Wallace, film 
st ican Machinist. é director of advertising and pro ; 
of Ame te of Cornell Univer- motion for NBC; James H. Nelson, on, F 
A gradua rah Engineering, director of promotion and adver- rag 
sity in pena Hay dock brings tising for NBC television; Harold “ae 
Class of 1917, Mr- proad and deep S. Barnes, director, Bureau 9 cries 
his new post a br king of Advertising, ANPA; Graham land 
to hi edge of the metalwor Patterson, publisher, Farm Jour- — 
knowl g¢ ractical engineer nal; Ted Kincaid, sales representa- and : 
field. He is 4 La time connec tive, Pathfinder; C. D. Jackson 9 t.i.vi. 
who was at 0 B ment-Pond vice-president, Time Inc. and pub-§ ..07.. 
ith the Niles-be Motor lisher of Fortune; Andrew Heis-§ o¢ 3) 
w _ the Hudson iler kell, publisher, Life; William B 10 adv 
Company, nd the Hyatt Rolle Carr, advertising manager, Time; of 45 
Company a cotame Of General Mo- Dean Hill, manager of sales, Time; 
Bearing Divies® mrienced edito- Thatcher Longstreth, sales repre}. Wil 
tors. He 1s an e Pines ed by his ae Life; H. Malcolm Stew- of Bla 
a] executive as coh the Me art, sales representative, and Fred sale of 
= ms connection with ishing N. Dodge, director, sales extension will of 
pin one - 
: Hill and Rogers Publis division, The American Weekly, ada 
, . station 
Companies. ‘. ox tensive = Because of congressional de-§ , stablis 
Mr. Haydock talworking lays in handling the 1951 federal ting a 
ledge of the metaitwo 1 ex- budget, the services have been un- represe 
know nd his long editorial € able to make any long-term adver- Net 
industry a ‘ll enable him to make tising commitments. work : 
perience wu Mag azine an even _The current newspaper and ra- tions r 
M etal Working . aad effective dio campaigns are conducted with conside 
aut oritative fit special funds released by the serv- resenta 
more , s will bene ‘ ‘ # vet th n 
lication Reader Aare ices from the r.onth-to-mon work h 
ublic ledge and under “continuing funds” which Con-§ ; : 
his knowledg b. nell ing rat 
from their needs and pro gress votes pending final action on necessa 
standing of coment profit from the regular appropriation bill. A sp 
lems—advertiser tance an When regular appropriations are Assn. o: 
reap alis 8 reader accep available the services will proba— 
incr A bly resume their activity in na- — 
response. . intment 1S tional magazines and other media. 
Mr. Haydock’s +P rilestone in 
jmportan 
another ! sree development of ABC Signs Serutan 
the progres® dustrial publica- tor Two New Shows 
this important in Serutan Co., Newark, has signed 
, a contract with American Broa 
tion. casting Co. for two new programs MUST 
- approximately 200 ABC * And the 
ions, to run Monday through Spend! If 
a JOHN HAYDOCK day. The schedule comprises 8) metics, | 
five-minute newscast to start Sept § t sell, t 
18 and a 15-minute program to be§ &o is th 
launched Sept. 11. cosine 
Serutan has renewed the col- -— 
tract for its regular program five pays 
- PD . ican Neg: 
YJ ey times a week featuring Vee in the w, 
r, nutritionist. Roy S. Dul*§ this 
60 EAST 42nd STREET . stine Co,, New York, handles the Inara 
advertising for the company. A 
NEW YORK 17 ~ pends | leading 
Thomas Joins Faught NOTE; ' 
m4 ri amen fend — P 
, capital investment and fin the 
ALSO PUBLISHERS OF ELECTRICAL EQUIPMENT AND CONTRACTORS’ ELECTRICAL EQUIPMENT has joined the public relations ih for jue gr 


staff of the Faught Co.; New York 
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Free & Peters, 
Blair and Katz 
Tell Video Plan 


New YorK, July 26—Spot and 
television network sales showed 
signs of increasing competition this 
week as three major station rep- 
resentatives set a new practice by 
combining TV spot sales with the 
merchandising of film programs 
(AA, July 17). The cooperative 
effort is being launched by Blair- 
TV, Free & Peters, and the Katz 

cy. 

= merchandising plan for spot 
sales, as outlined by officers of the 
three companies, calls for secur- 
ing sales options of film properties 
for advertisers on an exclusive 
pasis from film producers. Sta- 
tions represented by the coalition 
will guarantee time, agreeing to 
enter the spot-sales-with-program 
plan. Time sales would not be on 
an option basis, but the guarantee 
would assure the representatives 
of spot availabilities for the pro- 
gram package. 

The representatives will not re- 
ceive commissions for the sale of 
programs with spots to advertisers. 


a A review panel, still to be ap- 
pointed, will screen movie options 
offered to the group. The panel 
will consist of members of the 
three representatives and their 
station clients. It will be coordi- 
nated by Edward Codel of the Katz 
Agency; Jack Brooke of Free & 
Peters, and Wells H. Barnett Jr., 
for Blair-TV. 

Dryer & Weenolsen Productions 
has assigned “Sherlock Holmes” 
to the group as the first major 
film series to be sold under the 
new plan. The same producer also 
has given exclusive sales rights for 
“Shadows of the Mind,” described 
as a psychological mystery-thriller 
series now in production in Eng- 
land. 

The Katz Agency, Free & Peters, 
and Blair-TV have a pool of 31 
television stations as potential 
users of the plan. Combined forces 
of all three provide 22 offices in 
10 advertising centers with a total 
of 45 television salesmen. 


8 William H. Weldon, president 
of Blair-TV, emphasized that the 
sale of spots on a program basis 
will open a new avenue of profit- 
able sales for stations. He said that 
stations will be able to charge an 
established rate and be sure of get- 
ting a stipulated fee, less the rep- 
representatives’ commission. 

Network sales are based on net- 
work rates, with individual sta- 
tions receiving compensation at a 
considerably lower figure, the rep- 
resentatives pointed out. The net- 
Work has a spread to use in reduc- 
ing rates to meet competition, if 
necessary. 

A spokesman for the National 
Assn. of Radio Station Representa- 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


they have 10 billion dollars to 
Send! If you have food, drinks, cos- 


Confidence. Advertising in these pa- 
_ Pays big dividends, for the Amer- 
in meero is the most loyal customer 
this world. For full information of 
\ great market, write today to 
Hotere United Newspapers, Inc., 545 
Ave., N. Y., serving America’s 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 
Research Co. of America on brand 

es of Negroes from coast to coast, 


Be only study of its kind 
for this free tor ever made. Write now 


tives pointed out that spot radio 
sales have been rapidly catching 
up with network radio volume 
since removal of restrictions cov- 
ering recordings end canned pro- 
grams over coaxial cable. He said 
that radio required much longer 
than television to reach a point 
where spot sales were free from 
restrictions, but that television 
would probably develop much 
more rapidly. 


s Programs under option by the 
three companies will be available 
for competitive sale on all stations, 
through their respective represent- 
atives. 

A company spokesman for the 
group said that advertisers will 
gain program flexibility from the 


plan. “Most important of the many 
advantages to the advertiser in the 
placement of programs on a na- 
tional spot basis is flexibility,” he 
said. “Flexibility is the ability to 
select time, date, station and mar- 
ket at will, on the most profitable 
and desirable basis. Further, the 
availability of attractive programs 
for spot advertising will be an in- 
ducement for television stations to 
guarantee specific periods of their 
own time to national spot adver- 
tisers, thus permitting them to 
purchase spot TV time on a full 
national basis.” 


s Referring to promotional efforts 
to merchandise the films already 
under option and future programs, 
the spokesman continued: “The 
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three companies for the plan have 
signed agreements to make avail- 
able a sizable fund to be used for 
the development of sales aids to 
promote the sale of properties ac- 
quired.” 

Blair-TV represents the follow- 
ing stations: WDSU-TV, New Or- 
leans; WOW-TV, Omaha; KDYL- 
TV, Salt Lake City; WTVR, Rich- 
mond, Va.; KTSL-TV, Los An- 
geles; KING-TV, Seattle; WBRC- 
TV, Birmingham, Ala.; and 
WBNS-TV, Columbus, O. 


Free & Peters represents: WOC-| O 


TV, Davenport, Ia.; WTVJ, Miami; 
WAVE-TV, Louisville, Ky.; KSD- 
TV, St. Louis, Mo.; KRON-TV, 
San Francisco; WBAP-TV, Ft. 
Worth and Dallas, Tex.; WPIX, 


New York, and WTCN-TV, Minn-|S 


eapolis-St. Paul. 

With the Katz Agency are: 
WAGA-TYV, Atlanta, Ga.; WMAR- 
TV, Baltimore; WKRC-TV, Cin- 
cinnati; WXEL, Cleveland; WHIO- 
TV, Dayton, O.; WJBK-TV, De- 
troit; WSAZ-TV, Huntington- 
Charleston, W. Va.; WFBM-TV, 
Indianapolis, Ind.; KLAC-TV, Los 
Angeles; WNHC-TV, New Haven, 
Conn.; WKY-TV, Oklahoma City, 
Okla.; WFIL-TV, Philadelphia; 
KPIX, San Francisco; WHEN, 
Syracuse, and WSPD-TV, Toledo, 


Fairchild Moves Office 


Fairchild Publications, Chicago, 
has moved to larger quarters in 
the Bankers Bldg., 105 W. Adams 

t. 


of the light construction industry 


Success likes to rub shoulders with Success. 


That’s only human. And advertisers are human. 


They like to be in good company... to sit next 


to other advertisers who have arrived. That’s why 


practical builder today is the Social Register 


of top-tier companies in the light construction field. 


That’s why advertisers-in-the-know are proud to show 


their wares in this, the Blue Book of the industry. 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 
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—American Express Co. 


“You'd probably lose all your money, too... if you didn’t carry American Express 
Travelers Cheques!” 


The Disorderly Processes of Marketing 

It is one of the cliches of business jargon to speak of the “orderly 
processes of marketing.” But it might be far more true and more 
relevant to speak of the disorderly, rather than the orderly processes 
of marketing. 

Actually, the processes of marketing certainly are not orderly if 
orderly is meant to have any connotation of fixity. The processes and 
the channels of marketing are in a constant state of flux. 

This fluid condition of the channels through which goods and serv- 
ices reach the ultimate consumer has never been so apparent as in 
the past two decades, when first the orderly and established prac- 
tices were drastically changed by the pine board store and the super- 
market in an effort to meet the economic demands of a major depres- 
sion; and second, when they were again upset by a period of war 
convulsions and scarcities. . 

It is therefore not surprising that one of the bits of advice given to 
marketers at the San Francisco meeting of the American Marketing 
Assn. was to study statistics for various kinds of retail outlets with 
the utmost caution in determining the market potential for various 
kinds of goods or services, 

Within the memory of a substantial majority of the population, 
smoking supplies and uténsils were sold by tobacconists; the place to 
get ice cream and its various derivatives and concoctions was in ice 
cream parlors; one bought dry groceries at the grocer’s shop, and 
fruits and vegetables at a separate establishment devoted to green 
groceries. 

Most of these specialized establishments have gone by the boards. 
There is scarcely a commodity which can any longer be definitely 
tagged as being available exclusively at a single type of retail out- 
let, yet the conventional and now rather meaningless labels of “drug 
store,” “grocery,” etc., have continued in use to further confuse the 
marketer and the buyer alike. Census of Business designations of re- 
tail outlets have also continued relatively unchanged. 

What seems obvious in a situation like this is that no one can afford 
to stand pat on the manner in which his goods or services are dis- 
tributed. He must be constantly and continually re-assessing the situ- 
ation in an effort to make certain that he is not continuing down a 
distribution path which is being abandoned by a substantial number 
of his potential customers. 


What About the Korean Crisis? 


We profess no special insight into the situation in Korea. We do 
not know whether the “incident” will continue as an incident, or de- 
velop into something with another and more sinister name. We do 
not know whether it will take us three weeks or three years to clear 
up the situation, nor whether the internal American economy can go 
on relatively unmolested or be required to go on a war footing. What’s 
more, we are not at all sure that anyone else in America or in the 
world, can provide a positive answer to these questions. 

This is the kind of “uncertainty” which is traditionally upsetting 
to business plans, and one can well imagine that there are plenty of 
careful, cautious directors already wondering whether that planned 
expansion ought to be delayed, or that new promotional program cut 
back, or this or that deferred “until the situation is clarified.” 

That sounds like sensible advice. But we wonder. In a situation 
which no one can foresee fully, does a wait-and-see policy really 
make sense? Or is it the part of wisdom to carry on in as near a nor- 
mal manner as possible, being careful to keep a finger constantly on 
the pulse of the times, so that a change of direction or a revision of 
course can be made as quickly and as easily as possible when the 
situation clearly calls for such a change. 

We see nothing to be gained by putting a stand-by policy into effect 
until such a course is clearly and definitely indicated. 


What They're Saying 


Hints on How to Kill 
Your Trade Association 

Don’t come to meetings. If you 
do come, come late. If the weather 
doesn’t suit you, don’t think of 
coming. 

Find fault with the work of the 
officers and other members. Never 
accept an office or committee 
appointment as it is easier to 
criticize than to do things. 

Get sore if you are not appointed 
on some committee; but if you 
are, do not attend committee meet- 
ings. If asked by the chairman to 
give your opinion regarding some 
important matter, tell him you 
have nothing to say. After the 
meeting tell everyone how things 
ought to be done. 

Do nothing more than is ab- 
solutely necessary; but when other 
members roll up their sleeves 
and use their ability to help mat- 
ters along, howl that the associa- 
tion is run by a clique. 

Don’t bother about getting new 
members. Let the secretary do it. 

When a banquet is given, tell 
everybody money is being wasted 
on blow-outs which make a big 
noise and accomplish nothing. 
When no banquets are given say 
the association is dead and needs 
a can tied to it. Don’t ask for a 
banquet ticket until all are sold. 
Then swear you were cheated out 
of yours. If you do get a ticket, 
don’t pay for it. 

Hold back your dues as long as 
possible or don’t pay at all. If you 
don’t receive a bill for your dues, 
don’t pay. When you do receive a 
bill for your dues postpone paying 
until the secretary writes for the 
money—then get sore because 
you’ve been dunned. If you re- 
ceive a bill after you’ve paid 
—resign from the association 
or at least suggest to some of 
the members that the treasurer 
tried to work you or is manipulat- 
ing the accounts. 

Don’t tell the association how it 
can help you, but if it doesn’t help 
you, resign. If you receive service 
without joining, don’t think of 
joining. If the association doesn’t 
correct abuses in your neighbor’s 
business, howl that nothing is 
done. If it calls attention to abuses 
in your own, resign from the 


association. When you attend a 
meeting, vote to do something, 
then go home and do the opposite. 
Agree to everything said at the 
meeting and disagree with it out- 


side. 

Get all the assistance the assoc- 
iation gives but don’t give it any. 
Talk cooperation for the other 
fellow with you; but never cooper- 
ate with him. 

When everything else fails, cuss 
the secretary. 


—From July issue of Feed Institute’s 
“Digest.” 


Calls Magazines Accessories 

Magazines are far more widely 
read than books; but not by those 
who know the joys and val- 
ues of reading. Magazines and 
newspapers—both dominant fac- 
tors in American mass culture— 
are no more than accessories or 
deterrents to reading; they do not 
signify the wide ranging and rich 
adventure in the world of books 
that is real reading. 

Magazines have their place, their 
own usefulness; but no magazine 
can take the place of standard 
books. There are periodicals of lit- 
erary value, of scholarly, technical, 
or _specialized importance, es- 
sential to scholars and _ scien- 
tific and technical workers and to 
men and women in: every field. 
But if more Americans would 
read good books and cease read- 
ing promiscuous popular maga- 
zines, we should have a higher lev- 
el of general education and more 
intelligence. 


—From Living with Books by Helen 
E. Haines, in “‘The Pleasures of Pub- 
lishing,”” July 17, 1950, issued semi- 
monthly by the Columbia University 
Press. 


Exit an Odor, Enter an Era 

Paul J. Cardinal, vice-president 
in charge of Hoffmann-La Roche’s 
Bulk Vitamin Division, was en- 
thusiastic today in predicting early 
shift-over to synthetic vitamin A 
in pharmaceutical and food prod- 
ucts. 

“Here is one case,” he said, 
“where organic chemistry has 
overwhelmingly bested nature. 
Since the so-called natural concen- 
trates of vitamin A in greatest de- 
mand for manufacturing purposes 
have been relatively low-potency 
products incapable of hiding their 
fish liver oil origin, the synthetic 
vitamin brings a new era which 
should mean the exits for the ‘fishy 
burps’ so many people have ex- 
perienced after swallowing vita- 
.min products containing vitamin 
A, alone or with other vitamins.” 


—From news release on price re- 
duction on synthetic vitamin A, from 


Hoffman-La Roche Inc., Nutley, N. J., | 


July 18. 
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Rough Proofs | 


Disappointed anglers returnj 
from famous vacation spots invayj. 
ably report the fishing was fiz 
before they arrived, and wonderfy 
right after they left. 


Maury Mitchell says television 
is growing so rapidly “salesme, 
can’t lie fast enough to keep w 
with the figures.” 

He may be underestimating the 
ability of the salesmen. 


Competition is the life of trad 
as indicated by modest set sale 
and TV advertising .in market 
where there is only one video s 
tion. 


Kansas City must have a re 
markable climate. After a brid 
sojourn there, Johnny Mize startej 
knocking down American Leagu 
fences in the style he made famow 
15 years ago. 


“See higher prices for all grade 
of paper but newsprint,” says th 
headline. 

Anybody checked the newsprint 
spot market lately? 


Some of the military expert 
whose opinions of a few month 
ago are only now finding their way 
into print are learning from sun 
dry violent reactions the impor 
tance of proper timing. 


A Pittsburgh candy retailer re 
ports that customers would rathe 
get something free with a purchas 
than a.reduced price. 

But the bargain counters con 
tinue to do a lot of business. 


An agency looking for a produt- 
tion manager hopes he will & 
steady-nerved, aggressive and lev- 
el-headed. 

Steady nerves are the most im 
portant. 


“The man we seek,” says a 
agency looking for a top flight 
copywriter, “is no novice. He ha 
arrived, and can prove it wit 
proof sheets.” 

How about including some salé 
figures after the copy ran? 


A publisher is offering for s@ 
his weekly aviation newspaper 
established in 1945. 

He started too late, and he m 
be getting out too soon. 


St. Louis, the new census fig 
ures indicate, remains eighth i 
national ranking, and it’s still thé 
way in the American League too. 


Gladys the beautiful reception 
ist says she sees Bert M. Sarazenis 
a famous retail advertising expet 
and she had been wondering if } 
ever gave up golf. 


Hadacol’s sales caravan has # 
real circus flavor, provided bol 


by mamma and baby elephaiis 
and Mickey Rooney. 
Copy C® 
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Che Philadelphia Mnguirer 


ANNOUNCES THE APPOINTMENT OF 
EXCLUSIVE ADVERTISING REPRESENTATIVES 


IN NEW YORK-— 


ROBERT R. BECK 
2909 Empire State Building 


(FORMERLY EXCLUSIVE CHICAGO REPRESENTATIVE 
OF THE PHILADELPHIA INQUIRER) 


IN CHICAGO- 


EDWARD J. LYNCH 
1441 Civic Opera Building 
20 North Wacker Drive 


(FORMERLY MANAGER, FOOD ADVERTISING DEPARTMENT, 
OF THE PHILADELPHIA INQUIRER) 


NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Inquirer 


Exclusive Advertising Representatives: 


ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 ¢ 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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Detroit, July 26—A streamlined 
packaging and merchandising pro- 
gram for parts and accessories of 
Ford Motor Co. is being intro- 
. duced to approximately 6,500 Ford 
dealers throughout the country. 

The Ford parts and accessories 
sales department is presenting the 
program under a new name and in 
anew dress—FoMoCo. 

From now on, FoMoCo is the 


FoMoCo, New Trademark for Ford Parts 
and Accessories, Introduced to Dealers 


trademark for all genuine Ford 
parts and accessories and will be 
carried on all parts and accessories 
packaging. 


s Earl G. Ward, manager of the 
Ford parts and accessories depart- 
ment, says the new packaging sys- 
tem combines sales appeal with 
protection. Identified by attractive 
colors and a distinctive FoMoCo 


Specialists in SILK SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


medallion, the system was adopted 
to aid in the handling, storage, 
protection and display of parts. 
The cartons are printed in maroon 
and light blue. 

FoMoCo cartons have been 
standardized and scientifically 
sized to save time and money by 
simplifying ordering, handling, 
storage and sales. Every package 
has an easy-to-read identification. 

Wherever possible, sealed-end 
cartons are used for the protection 
of the customer as well as the 
parts. Many small and semi-deli- 
cate items are packaged in fiber- 
board cans with sealed metal ends 
to insure maximum protection. 


Two Des Moines Agencies 
Merge; Form Cary-Hill Inc. 


R. H. Cary Inc., and James L. 
Hill Co., two Des Moines agen- 
cies, have merged to form Cary- 
Hill Inc., with offices at 908 Lib- 
erty Bldg., and will service all ac- 
counts formerly handled by the 
two firms. Executive appointments 
are: James L. Hill, president; Rob- 
ert H. Cary II, vice-president; 
Grace Purvis, business manager; 


George Moret, copy director; Mi- 
chael V. McCarthy Jr., radio and 
TV director; Oscar Sparland, art 
and production director, and Ger- 
aldine Allen, space and time buyer. 


Niemann to Bercker Studios 

Kenneth J. Niemann, formerly 
advertising manager of Pilot Press 
Inc., West Bend, Wis., and person- 
nel director of Klau-Van Pieter- 
som-Dunlop Associates, Milwau- 
kee, has been appointed production 
manager of Frank H. Bercker Stu- 
dios, Milwaukee, advertising art 
counselor. 


Opens Canadian Office 
Magazine Advertising Bureau 
of Canada has opened its own of- 
fices in the New Wellington Bldg., 
137 Wellington St. W., Toronto. 
Duncan MaclInnes, director of re- 
search and secretary of Canadian 
Daily Newspapers Assn., has been 
named manager of the bureau. 


Gets Supermarket Account 

Star Market Co., Newtonville, 
Mass., supermarket chain, has ap- 
pointed Badger & Browning & Par- 
cher, Boston, as advertising coun- 
sel for its stores. 
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- «« Where more people 
listen to WMAQ daily 


than to any other station 


In the great, booming Midwest area blanketed by 
WMAQ, live some 5,000,000 families . . . more than 
ten percent of all the families in the entire country. 

These 5,000,000 families own one out of every ten 
radios in the United States . . . earn one out of every ten 
pay checks earned in the United States . . . and spend 
one out of every ten dollars spent in the United States, 


This IS a market! 


And in this mighty Lake Michigan States Market 
WMAQ is listened to by more people daily than any. 


other station. 


Use WMAQ ... the favored station . . . to reach this 
market of millions. Write, wire or phone WMAQ, Mer- 
chandise Mart, Chicago, or your nearest NBC Spot Sales 
Office for help in planning an advertising schedule that 


will mean greater sales of your product in a great 


market. 


Source of all statistics other than dally 
listening (BMB Study No. 2, 6-7 doys per 
week) is U. S. Bureau of Census. 
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NEWEST—Quaker Oats Co.’s latest prod- 
vet is A , a Pp skin cleanser 
which has been used previously in bulk 
by institutions and is now packaged 
for distribution through drug stores. 


American Stove Co. 
Plugs Commercial 
Cooking Equipment 


St. Louis, July 27—American 
Stove Co. is introducing a new 
low-price line of commercial cook- 
ing equipment with an extensive 
advertising campaign that uses the 
theme: “Now every commercial 
kitchen can afford Magic Chef.” 

Time will carry a schedule of 
two-color ads to appear every 
month from July to December, 
Ihe first ad stresses the idea that 
Magic Chef is “preferred by the 
best hotels.” Copy will emphasize 
.he argument that Magic Chef is 
-he only range widely used in com- 
mercial kitchens as well as in 
homes, 

Follow-up ads will feature ex- 
clusive clubs, famous restaurants, 
leading hospitals and schools. All 
will be couponed. 


a A direct mail piece, to include 
a reprint of these Time ads to- 
gether with a step-by-step ex- 
planation of them, will be mailed 
to 2,500 commercial equipment 
dealers each month. 

Full-page, two-color trade pub- 
lication ads will appear from July 
thru. December in _ Institutions, 
American Restaurant and Cook- 
ing for Profit. These ads will fea- 
ture the new low-price range, 
along with the famous installa- 
tion tie-up used in Time. A spe- 
cial year-round campaign directed 
at dealers will start in the August 
issue of Restaurant Equipment 
Dealer, with a four-page, two- 
color insert. 

Krupnick & Associates Inc., St. 
Louis, is the agency. 


Promotes Romanelli 

Dick Romanelli, a member of the 
advertising staff of Il Progresso 
Italo-Americano, New York, 
largest Italian language paper Mm 
the U. S., has been named assistant 
national advertising manager. | 


Stoehr Joins ‘Life’ ; 

Richard Stoehr, with Curtis 
Publishing Co. for the past six 
years, has been named a sales rep- 
resentative for Life in its Detroit 
office, 
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Suggests Semi-Voluntary Way 
for Military Production 

WASHINGTON, July 27—There is 
still no decision to put the econ- 
omy back under full wartime con- 
trol. Something will be done to 
channel materials from consumer 
goods to military orders, but the 
kind and scope of controls is still 
to be determined. 

In his appearance before the 
Senate banking and currency com- 
mittee Tuesday, Commerce Sec- 
retary Charles Sawyer described 
what might be called a semi-vol- 
untary system. Industry members 
would channel their output into 
military and essential civilian 
goods. The government’s power 
to allocate materials would re- 
main in reserve as a persuader 
for the uncooperative. 

It is important to remember that 
the military programs contem- 
plated through June 30, 1951, 
amount to less than half our mili- 
tary spending during peak days of 
World War II. Considering our 
expanded productive capacity, the 
assignment might be handled with 
ease were it not for the unprec- 
edented boom in consumer dur- 
ables—particularly housing, ap- 
pliances and autos, 

During the weeks immediately 
ahead, the primary domestic prob- 
lem will be to taper off some of 
this consumer goods boom. Credit 
controls and taxes are expected 
to help, but at this writing re- 
sponsible government officials are 
still not agreed on definite or- 
ders slowing up or shutting down 
even the least essential consumer 
goods industries. 

~ - * 

Here’s how the consumer goods 
boom brought a sharp change in 
basic materials distribution dur- 
ing the past two year. During 
May-June, 1950, for example, steel 
production was 12% over 1948. 
Shipments to the automotive in- 
dustry were up 95%; for construc- 
tion, 22%; for refrigerators, 52%. 

Shipments to freight car build- 
ers declined 76%; to agriculture, 
20%; and for export, 43%. 

* * © 

One reason the administration 
is rushing a stop-gap $5 billion 
income tax program is the current 
buying spree. For the week end- 
ed July 15, for example, depart- 
ment store sales were 24% over 
a year ago. 

Buying continues despite the 
fact that consumer prices are 
higher than at any time except 
late 1948. From the wholesale mar- 
ket quotations the outlook is even 
less promising. Prices of 28 basic 
commodities are up 10% since 
June 25, 17% since Jan. 3. The 
all-commodity index of wholesale 
prices jumped 3% since June 25 to 
a point 7% over Jan. 3. 

a e « 

War or no war, the Federal 
Communications Commission is 
pushing its analysis of the color 
television problem. For the pres- 


PRESS 
CLIPPINGS 


News items, advertisements from 
+ N@wspapers and magazines. 
BURRELLE’S PRESS CLIPPING BUREAU 


165 Church St., 
New York 7 


ent, at least, FCC is still hoping 
for a decision by mid-September. 

Nevertheless, there is increas- 
ing speculation that FCC may 
change its plans. With TV makers 
sure to curtail production, it would 
hardly be an appropriate time for 
FCC to sponsor a new TV boom 
using searce plant facilities and 
materials. 

* « * 

Even if the color decision goes 
on the shelf, FCC will probably 
move ahead with the revision of 
TV frequency allocations and the 
processing of more than 350 TV 
applications that have been froz- 
en for nearly two years. Mate- 
rials and equipment shortages may 
preclude construction of new sta- 


tions, but by processing its appli- 
cations, FCC would avoid the glut 
which was on its hands when the 
wartime construction freeze end- 
ed in 1945. 


Restaurant Beverage Assn. of 
Washington adopted a resolution 
asking the President and Congress 
to freeze and roll back food com- 
modity prices. Restaurateurs claim 
prices they pay have been in- 
creased overnight by 10% to 26%. 
“Our membership consists of small 
business men with life savings at 
stake,” the association declared. 
“We are unable to absorb these 
increases and unwilling to pass 
them on to our customers.” 


Picks Frost for Campaign 


Harry M. Frost Co., Boston, has 
been named to handle a campaign 
sponsored by Recreational Devel- 
opment Committee of the New 
England Council to promote late 
summer and fall business for New 
England resort areas. The cam- 
paign will be concentrated for the 
most part in the New York area. 


Artcratt Maps TV Spot Drive 


Artcraft Hosiery Corp., Darby, 
Pa., will launch a TV spot cam- 
paign for its Zebrette striped heel 
and toe design nylon stocking in 
12 major markets this fall. Radio 
spots in eastern cities and in some 
television markets also will be 
used. Contracts for spots will be 
placed through several agencies. 
A magazine campaign, which had 
been planned to supplement the 
television drive, has been canceled 
because the company is unable to 
meet present delivery deadlines for 
Artcraft brand name merchandise. 


TV Film Concerns Expand 
TV/Films Inc. and Television 
Cartoons Inc., New York producers 
of TV film commercials and in- 
dustrial motion pictures, have con- 
solidated facilities and will occupy 
two floors at 155 W. 46th St. 


Clicquot Club Names Jewell 

Jewell Advertising Agency, 
Oakland, Cal., has been named to 
handle northern California adver- 
tising for Clicquot Club Bottling 
Co., Oakland. Newspapers and ra- 
dio spots will be used. 


13 


Eichler Forms PR Concern 

George Eichler, formerly a part- 
ner of Advertising Unlimited, Den- 
ver, has started his own publicity 
and public relations office, George 
Eichler & Associates, at 516 Den- 
ver Theater Bldg., Denver. 


‘Timberman’ Names Cowman 
Charles W. Cowman, formerly 
industrial account executive of Hal 
Short & Co., Portland, Ore., has 
been appointed advertising man- 
ager of The Timberman, Portland, 


Want to Fall in Love with 
1,000,000 Women? 


Here’s your chance to reach the members 
of Aunt Ellen's nationally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the purse strings... availableto advertisers for 
the first time. Exciting success stories and 


sample copy. Send 
AUNT ELLEN’S your letterhead 


428 Handcraft Building, Kansas City 16, Mo. 


..elike California without the 


Billion DollarNalley of the bees 


You're off to a bad start in California—if you miss 
its big inland market—the Billion Dollar Valley of 


19-county trading area. 


THE 


BILLION.“ 


THE SACRAMENTO BEE 
Ranks 2nd in West in total 
daily advertising linage.. 
1st in total daily automo- 
tive linage. Reaches 9 out 
of 10 families in ABC city 
zone ... half the families in 


THE MODESTO BEE 


than any other daily: 


Reaches 9 out of 10 fami- 
lies in Modesto—the city 
with per capita food sales 
323% above U.S. average! 
Has 714 times more circu- 
lation in Stanislaus County 


THE FRESNO BEE 


’: Reaches 9 out of 10 fami- 
0 ees lies in ABC city zone... 
§ half the families in 4- 
county ABC trading area. 
Largest newspaper een 
San Francisco and Los An- 
geles. Located in nation’s 


#2 test market. 


real 
E 


the Bees. You miss more buying power than all of 
Kansas... higher food sales than all of Maryland 
... twice the sotal retail sales of Pittsburgh.* 

And you do miss the Valley unless you schedule its 
own papers—the leading /ocal papers that inland 
Californians naturally prefer. Those are the three 
McClatchy newspapers—The Sacramento Bee, The 
Modesto Bee and The Fresno Bee. 

For data on them—and the market they cover— 
get the 1950 Consumer Analysis. Available to 
manufacturers and advertising agencies by writing 
McClatchy Newspapers, Sacramento 4, California. 


*Sales Management’s 1950 Copyrighted Survey 


M‘°Clatchy Newspapers 


National Representatives ... O'MARA & ORMSBEE, INC. 


New York * Los Angeles * Detroit * Chicago * San Francisco 
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This is the 

Advertising Manager who put 
1,000,000* MEN who read and own 
The Elks Magazine on his 
schedule...and helped his Sales 
Manager hit a new sales record. 


QEnun 


*Dec. 1949 ABC statement— 
928,010 circulation —a substantial 
bonus over guaranteed 850,000 

on which current rates are based. 


YOU'LL SELL IT... 
iF YOU TELL IT IN 


Calvert Continues 
‘Challenge’ Drive 


New York, July 27—Calvert 
Distillers Corp. originally planned 
to run its “Calvert challenges com- 
parison” campaign during June 
and most of July, then discontinue 
it until fall. New plans, however, 
call for two August insertions of 
a 750-line ad in 71 newspapers in 
major markets. 

Advertising manager Walter C. 
Houghton said the change in plans 
was made because of “a very fav- 
orable reaction” to the comparison 
copy, which asks consumers to 
compare Calvert Reserve with any 
whisky at any price by making a 
60-second taste test. 

When fall comes around Calvert 
will go back to 750, 1,000 and 1,- 
500-line ads in close to 300 newspa- 
pers. Meanwhile, the “challenge” 
copy is appearing on car cards in 
major cities. 

Magazines and outdoor posters 
also will be used in the fall. 


WKCT Will Join ABC 


WKCT, Bowling Green, Ky., 
will affiliate with American 
Broadcasting Co., effective Sept. 1. 
Daily News Broadcasting Co. owns 
and operates the 1,000 watt day- 
time and 500 watt nighttime sta- 
tion. 


WAVZ Appoints Monahan 


Richard J. Monahan, formerly 
with the sales departments of 
KHMO, Hannibal, Mo., and WEIM, 
Fitchburg, Mass., has been named 
commercial manager of Station 
WAVZ, New Haven, Conn. 


Bantam Moves Offices 

Bantam Books, New York, has 
moved from 1107 Broadway to 25 
W. 45th St. 
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4043 RAVENSWOOD 
Chicago 13, [Mhnors 


GRACELAND 2-100) 


O COMPLETE are the printing services offered 
by Manz, and so correctly balanced are the ele- 
ments of quality and economy—as well as processes 
of production—that our list of satisfied customers 
extends from coast-to-coast and border-to-border. 
Printing buyers recognize the advantages and 
economies to be derived from dealing with a house 
where all of the basic operations—from creating an 


idea right through to delivery—are carried on under 


one roof and one responsibility. 7 
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Gelling Perse 


Wayne R. Leland, partner in the House & Leland agency, Port- 
land, Ore., captured two first prize ribbons for an oil and a paste] 
entered in the Oregon Press Club’s first membership art exhibit, 
Among other ribbon winners was W. B. MacNaughton, president of 
the Oregon Publishing Co., for a watercolor... 

“The Importance of Imaginative Power,” a Japanese translation of 
“Your Creative Power,” written by Alex F. Osborn, vice-chairman 
of the board of BBDO, will be published in Japan this month. The 
original version, published by Scribner’s a year or so ago, is now in 
its 11th printing... 

Cecil Carnes, vice-president and public relations director of Bren- 
nan Advertising Agency, Houston, is on an indefinite leave of ab- 
sence for a writing assignment under Paul Hoffman, ECA director, 
In his coverage of Marshall Plan countries, he will revisit many of 
the areas he covered as a war correspondent for The Saturday Eve- 
ning Post... 


SEND-OFF—It was a western farewell that Chicago agency people staged for 

Claude Taylor (third from right), vice-president and art director of H. M. Gross Co., 

who is leaving the advertising business in favor of a dude ranch motel in Idaho 

Springs, Colo. Left to right are Spencer Frank, Maxon Inc.; B. Bell of the Gross 

agency; Marsh Hibbard, Ruthrauff & Ryan; Mr. Taylor; Mrs. Hibbard; and Don 
Hurd of the Don Hurd Studios. 


Donald A. Burgess, art director of Robert Whitehall Inc. and AD 
Studios, New York, was awarded a copy of “Production Yearbook” 
as first prize winner in the “e” contest, one of a series of type 
identification contests sponsored by Howard D. Bullard, Typo- 
grapher ... Dean Pollock, copy chief at the Joseph R. Gerber agen- 
cy in Portland, Ore., is author of a new book, “Joseph, Chief of 
the Nez Perce,” which tells the story of the last great Indian war... 

Walter B. Haase, manager of WDRC, John Sudarsky, v.p. of the 
Hartford Courant, and Joseph Weyand, ad manager of the Hartford 
Times, have been elected directors of the retail trade board of the 
Hartford Chamber of Commerce....Reelected a member of the 
campaign advisory committee of the Dayton Community Chest is 
John P. Williams, executive v.p. of WING, Dayton, and WIZE, 
Springfield, O... 

Ex-Governor Charles A. Sprague, publisher of the Statesman, 
Salem, Ore., and W. Verne McKinney, co-publisher of the Hills- 
boro Argus, are members of the advisory board of the new Oregon 
GOP magazine, “Republican Statesman,” published this month... 

Sylvester L. Weaver Jr., vice-president of National Broadcasting 
Co. in charge of television, will serve the American Heart Associa- 
tion as a member of the board of directors and of the executive 
committee... 


TROPHY WINNERS—James Buckley (left), Earle Buckley Organization, low gross 

winner with a 75, and William Ferris, Potomac Electrotype Co., low net winner (72), 

receive the trophies they won at the first annual outing of the Junior Advertising 

Club of Philadelphia. Presentation was made by Don Brennan (center), Curtis 
Publishing Co., president of the club. 


Cal Cannon, manager of KIEV, Glendale, Cal., is passing out 
cigars in honor of a new daughter, Stephanie Joyce, who weighed 
in at 6 lb., 15 oz. on July 2... Harold R. Ward Jr., general sales di- 
rector of Russell-Miller Milling Co., Minneapolis, was the center of 
attention when a new baby, Karl de Laittre Ward, arrived not long 
ago. His office was transformed into a bower of festoons, baby 
pictures, balloons and signs offering “cigars, candy and novelties— 
today only”...Larry Porterfield, sales manager of Wichita Preci- 
sion Tool Co., Wichita, Kan., and his wife, Laura, are the parents of 
George Laurence, whose birthday was July 12... 

The celebrity feeling is now fully appreciated by J. Robert 
Mendte, who heads his own agency in Philadelphia. In New York 
not long ago, he caused an unexpected flurry by being mistaken 
for J. Edgar Hoover and had to explain his way out of a crowd 
of autograph seekers. . . 
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More newsstand purchases per issue than 
any other magazine, weekly or monthly. ABC 
averages, 12 months, 1949; first 3 months, 1950. 


In the first 3 months of 1950, 

_ the Journal increased its 
newsstand leadership to over 
200,000 copies per issue. 


Ladies’ Home JOURNAL 
The Curtis Publishing Company, Philadelphia 5, Pa. 
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Parks Forms Own Concern 

Winston I. Parks, formerly pub- 
lic relations and research director 
with Adams Steele Inc., manage- 
ment engineer, and Benge Associ- 
ates, personnel consultant, has 
formed Winston Parks Associates, 
public relations, advertising and 
industrial relations concern, with 
offices in the Young Bldg., 19 E. 
Jefferson St., Joliet, Il. 


KXOK Appoints Two 

Joann Rosenthal, former copy- 
writer at KDRO, Sedalia, Mo., has 
joined the publicity-promotion 
staff of KXOK, St. Louis. Murray 
J. Wenzel, formerly assistant cir- 
culation manager of the St. Louis 
Star-Times, has joined the sales 
staff of KXOK-FM. 


OAAA Convention 
Put Off Indefinitely 


Cuicaco, July 27—Outdoor Ad- 
vertising Assn. of America has 
indefinitely postponed its 1950 
annual convention, which had been 
scheduled for Sept. 18. 

D. W. Vanderwater, .secretary, 
has informed OAAA members 
that a great majority of the organ- 
ization’s directors voted approval 
of the officers’ plan to postpone 
the convention “and convene at 
a later date, subject to the call of 
the president.” 

Mr. Vanderwater’s letter ex- 
plained that the,action was taken 
because (1) members should not 


TOY 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distributors regularly read 


TOYS AND NOVELTIES, “The Voice of the industry”. Contact us for further information. 


TOYS & NOVELTIES 


BELL BUILDING 
CHICAGO 1, ILL. 


be taken from their home cities 
at a time when the crisis brought 
on by the Korean conflict might 
create sudden emergencies, and 
(2) “the headquarters staff should 
not be occupied with convention 
arrangements at a time when all 
their services may be required” to 
prepare materials to be used in the 
government’s suit against the as- 
sociation and General Outdoor Ad- 
vertising Inc. (AA, June 30). 
The federal court in Chicago has 
set Nov. 6 as the deadline for 
OAAA and GOA to file answers 
to the government suit charging 
them with anti-trust activities. 


Bennett Appoints Ferwerda 


Victor A. Bennett Co., New 
York, has appointed Paul R. Fer- 
werda, formerly president of Fer- 
werda-Boone, as account executive 
and member of the plans board. 


R. & J. Dick Names Wehner 


R. & J. Dick Co., Clifton, N. J., 
manufacturer of power transmis- 
sion equipment, has named Weh- 
ner Advertising Service, Newark, 
as its counsel. 
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Utilities Ad Budgets This Year Hit 
Higher Average, Association Reports 


New York, July 26—Total ad- 
vertising expenditures of the 147 
public utility companies reporting 
on contemplated changes for 1950 


will average above 1949, ac- 
cording to ual survey on 
utility adv ing costs just re- 


leased by the Public Utilities Ad- 
vertising Assn. 

The report shows that 59% of 
the reporting companies plan no 
changes in over-all advertising 
expenditures this year; 9% expect 
to operate on reduced advertising 
budgets, and 32% have plans for 
spending more for advertising. 

Included among the highlights 
of the report are the following sig- 
nificant facts: 


w Average advertising expendi- 
tures per customer for all utilities 
were 65¢ in ’49 against 62¢ in 48. 


_ 1950 IOWA RADIO SURVEY 
MORE STARTLING THAN EVER! 


Plus More Radio Sets 
Per Home, Equal More Listening! 


More Iowa Homes, 


IGURES from the 1950 Iowa Radio Audience 

Survey** (soon to be released) confirm the 
reasoning behind that headline—prove that your 
Iowa radio dollar buys more today than ever. Here’s 
the evidence, step by step . . . 


(1) “More Iowa Radio Homes.” The following 
chart shows the increase in the number of 
radio-equipped Iowa homes since 1940 and 
since 1945. With more than an 8% increase 
in the last ten years, the number of lowa 
homes with radio is now near 100%! 


RADIO-EQUIPPED IOWA HOMES 


owning radios 


*Amazing as this increase in radio homes is, since 1940, it 
of course does not reveal the tremendous increase in t 
number of Iowa homes—up 70,000 since 1940! 


(2) “More Radio Sets Per Iowa Home.” The 


following chart shows the tremendous increase 


in the number 


of Iowa homes which have 


graduated from one-set to multiple-set owner- 
ship since 1940 and 1945. Almost half of all 


Iowa radio homes now have more than one 


radio set! 


NUMBER OF SETS 
PER mina, ct IOWA HOME ~ 


Two sets in the home 


(3) “More Iowa Radio Listening.” The following 
chart shows that more Iowa sets mean more 
Iowa listening. The 1949 Survey used a 24- 
hour recall method to determine the amount 


of 


simultaneous listening in multiple-set 


homes. This year the Survey placed a two- 


day diary on a large sample of multiple-set 


homes. 


Both surveys found that between 4 


and 4 of all two-set families use two sets 
simultaneously each day—between 12 and 24 
of all three-set families listen to two or three 
sets simultaneously each day! 


FAMILIES WHO USE TWO OR 
MORE SETS SSS EACH DAY 


Reported Simultaneous Use: 
Homes equipped with two se 


Homes equipped with three sets | 5 


1950 Diary 
Reports 


More Iowa radio homes, plus more radio sets per 
Iowa radio home, equals more Iowa radio listening. 
And WHO, of course, continues to get the greatest 
share of Iowa’s total radio listening. 


Let us or Free & Peters send you all the facts, 
including a complimentary copy of the new Survey 


now on the press. 


**The 1950 Iowa Radio Audience Survey is the thirteenth 


annual study of radio listening habits in Iowa. 


” 


for every advertising, sales or marketing man 


who is interested in radio in general, and the Iowa market 


in particular. 


The 1950 Edition was again conducted by Dr. F. L. Whan 


of Wichita University and his staff. 


It is based on 


personal interviews with 9,215 Iowa families, scientifically 
selected from Iowa’s cities, towns, villages and farms. 


WHO will gladly send a copy of A... ¥ 1950 Survey to any- 


one interested in the subjects covered. 


W iil© — 


+ for lowa 


PLUS + 


Des Moines ee - 50,000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 


Expenditures ranged all the way 
from 5¢ to $2.80 per customer. 

Advertising expenditures took q 
higher percentage of the grogs 
revenue of the average utility 
company, increasing from 0.6% in 
48 to 0.64% in ’49. 

Gas utilities devoted more of 
their gross revenue to advertising 
in ’49 than electric utilities or com. 
bination companies. Newspaper 
space used by utilities in ‘4 
showed a substantial increase. The 
analysis shows no appreciable in. 
crease in the use of television ip 
utility advertising. 

Institutional advertising by util- 
ities is expected to drop and pro- 
motional and sales advertising to 
increase this year. 


a The material comprising the 
survey, the fourth successive an- 
nual report of the association, was 
obtained from replies of 163 gas 
and electric utilities. About 49% of 
all electric and 62% of all gas users 
in the U. S. are represented, the 
report says, and the “sampling is 
distributed in such a manner as to 
justify the belief that trends and 
ratios indicated are representative 
of the entire utilities industry.” 

The per cent of total advertising 
expenditure spent for specific 
types of advertising by all utilities 
in ’49 is broken down in the re- 
port as follows: 


% 
Newspaper ad space 33.9 
Prod. cost for newspaper adv. 46 
Radio and TV VP) 
Outdoor 5.0 
Direct mail 32 
Window and showroom display 35 
Exhibits and fairs 25 
Motion pictures 09 
Miscellaneous catalogs + 
Dealer helps 11 
Employe house organs 45 
Bill inserts 31 
Stockholder cea reports 35 
Salaries 19 
Stationery & office supplies 0.8 
Assn. advertising 65 
Electric 39 
Gas 26 
Agency commissions 16 
Surveys 06 
Other advertising 26 


s About 34.1% of total advertising 
expenditures will be spent by 
utilities this year for institutional 
advertising against 36.8% in ‘49. 
About 46.5% will be spent for pro- 
motional campaigns in ’50 against 
44.4% in ’40, and appliance sales 
are expected to receive 19.4% of 
this year’s ad budget against 18.8% 
in *49. 

The percentage of gross revenue 
spent on advertising by utilities 
over the past four years has been 
0.61% in ’46; 0.60% both in ’47 and 
48, and 0.64% in ’49. In 1940, how- 
ever, it was 0.67%. 

The association points out in this 
connection that “it must be kept in 
mind that each survey was based 
on a different number of com- 
panies, and that those of the 
earlier years covered a much smal- 
ler proportion of the industry.” 


Publishes I1th Edition 
of ‘TV Rates and Fact Book’ 


Rate cards for the nation’s 106 
TV stations and four TV networks 
are included in the 11th edition 
of “Television Rates and Fatt 
Book” published last week by the 
staff of Martin Codel’s weekly 
newsletter, “Television Digest.” 

The book also contains personné 
and facilities data, a complete lis 
of 350 pending TV applications, 
and names, addresses and price 
lists of more than 100 TV receive! 
manufacturers. Copies are avail 
able from Radio News _ Bureal, 
1519 Connecticut Ave., Washing 
ton. Price is $5. 


Kampe Joins Lindell Agency 


Mel Kampe, former promotiot 
manager of WIL, St. Louis, ha 
joined Lindell Advertising Agen: 
cy, St. Louis, as production dire 
tor. 
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x SHORT COPY sells throughout the year 


TEXACO 


FIRE-CHIEF 
GASOLINE 


rT “Car operation today is on a year-round basis. Now we can spread our 
bs posters right through the calendar and deliver big, colorful messages to 


our prospects when they are behind the wheel and ready to buy.” 


tional TM Qa 
n "49. 7 ' 


gainst DoNALD W. STEWART 
. sales Advertising Manager, The Texas Company 


_ at One of a series of advertisements promoting a better under- 
| standing and appreciation of Outdoor Advertising — sponsored by 


= The Standard Group 


— OF OUTDOOR ADVERTISING COMPANIES 


, JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
ry.” serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
of the nation’s E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE * SLAYTON & CO. * THE HARRY H. PACKER CO. 
consumers BORK POSTER SERVICE * SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. 
k’ ate te C. E. STEVENS CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 » 
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To Build New Printing Plant 


Rocky Mountain News, Denver, 
will start construction on a new 
printing plant this year at Dela- 
ware St., near West 14th Ave. 


Hydro Names Freiberger 


Hydro Power Injector Co., Den- 
ver, has appointed and alloted Curt 
Freiberger & Co., Denver, a flex- 
ible budget of $20,000 to $30,000 
to advertise its water vapor injec- 


tion system for automobiles. 
Monthly full and half-page ads 
will be used in automotive trade 
publications, and 70-line ads in 
The Saturday Evening Post. Point 
of sale displays and direct mail 
also will be used. 


Klores & Carter Moves 

Klores & Carter, New York agen- 
cy, has moved to larger offices at 
141 E. 44th St. 


#540 N. MICHIGAN AVE. #185 N. WABASH AVE. 


#410 N. MICHIGAN AVE. #111 E. DELAWARE ST. 
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New Inhiston Ads 
Set to Appear As 
Pollen Count Rises 


Monrciarr, N. J., July 27—Un- 
ion Pharmaceutical Co. began 
a national campaign July 24 to 
push Inhiston for hay fever, with 
space in approximately 85 papers. 
The campaign is timed to hit 
areas where hay fever appears 
early, and will be extended else- 
where as the pollen count rises. 

Along with the national cam- 
paign will be a cooperative news- 
paper drive with retail druggists. 


s The use of Inhiston for hay fe- 
ver will be promoted during the 
campaign with an offer of two 
packages for the price of one. With 
a bottle of 10mg tablets for 98¢, 
consumers will get a pocket packet 
containing 12 pills. The offer will 
be backed by a money-back guar- 
antee. Hay fever victims may re- 


turn the bottle after trying the 
pocket pack and receive a refund 
if dissatisfied. 

The co-op campaign will have 
ads ranging in size from 90-line 
insertions to 200-line ads. The na- 
tional campaign by Union will use 
ads of 90-line and 35-line sizes. 

Cecil & Presbrey, New York, is 
handling advertising for Inhiston. 


Edison Names Green-Brodie 
Thomas A. Edison Inc., West 
Orange, N. J., has named Green- 
Brodie, New York, to handle all 
Voicewriter advertising, effective 
Aug. 15. The agency has handled 
the direct mail portion of the ac- 
count for the past 22 years and 
now takes over the space adver- 
tising, formerly serviced by James 
Thomas Chirurg Co., Boston. 


Edgar Gilbert Joins R&R 


Ruthrauff & Ryan, New York, 
has named Edgar W. Gilbert, pre- 
viously an associate account ex- 
ecutive with Fuller & Smith & 
Ross, as a member of the copy de- 
partment. 


S.twon outtp tén read The 


No matter what you want to sell in Cleveland, remember this: The Press reaches 


Frees 


seven out of ten buyers on every buying day. Take travel, for instance—and a 
lot of people are taking it now. As the days get hotter (and they do get hot 


away, even if it’s only for a few days. 


even on these pleasant Lake Erie shores) everyone developes a desire to get 


That means more than travel and resort business. Every father, mother, sister 


and brother of them needs something else for the trip. It may be as simple as 


sox for some or as important as automobiles for others. In between will be 


cameras, luggage, clothing and myriads of other items. Whether it’s a few 


believe in, live with, and buy from on every buying day. 


miles or thousands, travel means business. The best way for you to get more 
of that business is to advertise in the medium that seven out of ten Clevelanders 
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York Readies Home 


Air Conditioner 


New York, July 26—A new ling 
of six home air conditioners mada 
for houses of all sizes by the York 
Corp., York, Pa., was unveiled 
the press here last week. First pubs 
lic appearance of the line wiff 
come via a two-page ad in The 
Saturday Evening Post in late 
August. 

John S. Garceau, director of ads 
vertising, said plans for a full 
year’s advertising will be ans 
nounced later, but indicated thag 
emphasis will be placed on shes 
ter group publications. Brooke 
Smith, French & Dorrance, New 
York, is the agency. 

John R. Hertzler, York vices 
president and general sales mane 
ager, said the Yorkaire residential] 
conditioner can cool the average 
five-room home for less than $13 
000, including installation. 


@ He said the Yorkaire can be ins 
stalled in conjunction with any 
forced warm air heating system) 
as an independent central system 
or in a series of individually lose 
cated remote units. 

Introduction of residential cool 
ing, Mr. Hertzler feels, will make 
air conditioning the billion-dollag 
industry forecast for it by econos 
mists. 

“Practically every home in the 
U. S. is a prospective customer 
for comfort cooling,” he said, 
“There is a tremendous market 
alone in houses equipped with 
forced warm air furnaces, by far 
the most popular form of residens 
tial heating. Manufacturers of 
these systems shipped 749,000 
units in 1949 and expect to top 
a million in 1950. What more can 
a salesman ask? I’m afraid our 
only trouble will be in making 
enough residential conditioners t@ 
supply the demand.” 


IAA Calls Special Meeting 


A special summer luncheon 
meeting has been called by the In- 
dustrial Advertisers Assn. of New 
York at the Belmont Plaza Aug. 7 
for the premier showing in thé 
East of the new, four-color film) 
“The Radar of Selling,” sponsored 
by the National Industrial Advers 
tisers Assn. and financed by Put 
man Publishing Co., Chicago, at@ 
cost of $40,000. The film was 
shown for the first time at the ans 
nual NIAA conference in Lé 
Angeles at the end of June. Thé 
producer was Raphael G. Wolff 
Studios, Hollywood. 


Headley-Reed to Open Branch 


Headley-Reed Co., New Yorky 
radio-TV station representative 
will open a branch office in the 
International Trade Mart Bldg. if 
New Orleans, Sept. 1. Milton 
Dereyna Jr., former divisional ad- 
vertising manager of Falstaff 
Brewing Corp., will head this oper 
ation. 


Roy Agency Names Three 


Charles H. Felt, formerly with 
the traffic department of Ross Roy 
Inc., Detroit, has been appointed 
to the agency’s copy staff along 
with Edward W. Knevals Jm& 
former advertising manager 
Whizzer Motor Co., and Paul Bam 
bour, former film and magazine 
writer. . 


WFBR Names Surrick 


John E. Surrick, sales managet 
of WFIL, Philadelphia, for the past 
11 years, has been appointed vic® 
president and general manager 
WFBR, Baltimore. 


Katz Appoints Shaker 


Theodore F. Shaker, formetlf 
with the Southern Agriculturis§ 
has joined the Chicago TV salé@ 
staff of Katz Agency, radio- 
station representative. 


Quinney to United Air Lines 
Charles T. Quinney, formerlf 
with the New York sales staff 
International Havester Co., ha 
joined the publicity staff of United 
Air Lines, Chicago. 
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onventions 


Indicates first listing in this column. 
*Sept. 11-12. National Association of 
Magazine Publishers, 3lst annual meet- 
ing, Essex & Sussex, Spring Lake, N. J. 

Sept. 11-12. Pennsylvania Newspaper 
Publishers’ Association, annual classified 
advertising clinic, Penn Harris Hotel, Har- 
risbure. 

Sept. 18. Outdoor Advertising Associa- 
jon of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ea, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 


Scot. 30-Oct. 3. Mail Advertising Serv- 
ice Association International, 29th an- 
nual convention, Roosevelt Hotel, 
York. 

Oct. 5. Export Advertising Association, 
@nd annual convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Association of Eastern Canada, 
$rd annual meeting, Mount Royal Hotel, 
Montreal, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 

lishers’ Association, annual convention, 
™ Penn Harris Hotel, Harrisburg. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 


New 


SF sociation, annual meeting, Chicago Ath- 
mm letic Club, Chicago. 
_ Oct. 26-28. Southern Newspaper Pub- 

7 lishers Association, annual convention, 

The Greenbrier, White Sulphur Springs, 
W. Va. 
Oct. 31-Nov. 1. American Association of 
ae Advertising Agencies, annual Eastern Con- 
Sue ference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 

May 2-4, 1951. Association of Canadian 
Advertisers, annual convention, Toronto. 


PR Society Elects Sills 


Theodore R. Sills, president of 
Theodore R. Sills & Co., has been 
elected president of the Chicago 

m™ chapter of Public Relations Society 
of America. Robert P. Carey, di- 
rector of public relations, Bozell 
m™ & Jacobs, has been named vice- 
m president. J. J. Gerber, vice-presi- 
dent of Northwestern University, 
™ has been reelected 2nd vice-presi- 
= dent, and George C. Reitinger, di- 
m™ rector of public relations, Swift & 
Co., 3rd vice-president. C. Arthur 
= Hemminger, director of public re- 
lations, American National Bank 
& Trust Co., has been elected treas- 
urer, and Hale Nelson, vice-presi- 
dent, Illinois Bell Telephone Co., 
secretary. 


Heads New Art Group 


_ Boris Hamilton, former partner 
in Vision Inc. and Vision Display 
Inc., has become head of the new- 
ly organized Hamilton & Asso- 
mciates. The group includes staff 
members of the old organization, 
Supplemented by new men in both 
the art and display fields. The 
mew organization offers art, lay- 
out and production facilities for 
advertising agencies and design 
and merchandising staff for the 
creation and production of point 
of sale material. The new studio is 

§ located at 232 E. Erie St., Chicago. 


Bulova Advances Three 


Fred T. Bailey has been appoint- 
ed sales manager of Bulova Watch 
Co. Ltd. of Canada, Toronto. Mur- 
lel F. McCullum, in the advertis- 
ing department, has been named 
advertising manager. Harold F. 
Dickert, formerly divisional sales 
representative of Somerville Ltd., 

as been appointed sales manager 
- Eaulove’s new accessories divi- 


Wilkes Named Sales Manager 


Gutta Percha & Rubber Ltd., 
Toronto, has appointed H. R. Wil- 
kes as general sales manager, suc- 
ceeding C. N. Larsen, who has re- 
red. Mr. Wilkes has been with 
~y company for 35 years, and for 

2 years has been in charge of 
Sales in Ontario. 


Studies Yakima Valley 


“Yakima Valley Industrial Sur- 
vey,” prepared for the business 
men of the Yakima Valley and 
published by the University of 
Washington Press, Seattle, is a 
study, with graphs, charts and 
tables, of the industrial struc- 
ture of the major Yakima com- 
munities—Yakima, Selah, Union 
Gap, Wapato, Toppenish, Sunny- 
side, Grandview and Prosser. 
Among the _ subjects’ cov- 
ered are: Climatic conditions; 
population; dollar volume of major 
type of operation and kind of busi- 
ness; wholesale and retail trade; 
employment and wages, etc. Copies 
are available at $1 each. 


Appoints McLaren Agency 

Business Reporting Bureau, New 
York, publisher of information on 
new businesses, has named Mc- 
Laren, Parkin, Kahn, New York, 
to handle advertising in newspa- 
pers, business papers and by di- 
rect mail. 


P&G Will Repeat 
Hygienic Copy for 
Lava Next Month 


CINCINNATI, July 26—Procter & 
Gamble Co. will repeat its present 
schedule of “hygienic” ads for 
Lava soap in August. 

Lava copy, in 1,000-line ads, is 
currently appearing on a national 
schedule. The schedule for August 
has been timed to coincide with 
the period during which polio 
cases are highest in number. 

Copy headlines suggest that one 
way to fight polio is to keep hands 
clean, and carefully say that “or- 
dinary wash-ups” (with no refer- 
ence to other soaps) miss much 
dirt. Body copy declares that there 
is nothing “medicinal” about Lava, 
but builds a story about its “hy- 
gienic value” and the necessity 
for clean hands during polio 


months. 

In magazines the campaign is in 
Good Housekeeping, Ladies’ Home 
Journal, Life, Look, Parents’ and 
The Saturday Evening Post. 


sw The polio theme for Lava is be- 
ing plugged on P&G’s “Welcome 
Travelers” daytime radio show 
over NBC from Chicago. Radio 
promotion, according to a spokes- 
man, may be extended to include 
the first few weeks of September. 
Newspaper and magazine promo- 
tion based on the polio theme will 
end in August. 

Biow Co., New York, is handling 
the account. 


Criterion Service Adds 
Diller and Cresse in Sales 
Criterion Service, New York, has 
appointed Kendrick Welles Diller, 
previously advertising director of 
Today’s Advertising, and Richard 
Cresse, formerly with Platt- 


19 


Forbes, as sales representatives. 
Mr. Diller will be assigned to 
Criterion’s New York office, and 
Mr. Cresse will make his head- 
quarters in the Boston office. 


Selects Shappe-Wilkes 

Queen Anne Corp., New York, 
has appointed Shappe-Wilkes, 
New York, for advertising of slips 
and gowns in consumer magazines 
and business papers. 


Hauptman Names Guyer 
Irving H. Guyer, formerly art 
director of B. D. Iola Co., has been 
appointed art director of H. W. 
Hauptman Co., New York agency. 


JOHN L. ROGERS 


Copy Service 


Well known, former N. Y. copy chief offers top 
thinking and performance on free lance basis to 
N. Y. and out-of-town agencies and advertisers. 
Write for free monthly bulletin giving details, 
rates, letters from satisfied clients, to: 

JOHN L. ROGERS, 26 GRAMERCY PARK, 
NEW YORK 3, N. Y. (Phone GRamercy 5-6263.) 


% cago. . 
<7 Oct. 23-25. Agricultural Publishers As- 
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Mathew has been advertising in Missouri Ruralist ever since he 
started raising Hampshires. He says he gets a bigger proportion 
of sales from his Missouri Ruralist inquiries than from any of the 
other media he uses! 


Stockmen all over Missouri agree with Mathew that their money is 
better spent in Missouri Ruralist. Put your advertising dollars where 
they get bigger results—faster! Write today for complete informa- 
tion on Missouri Ruralist. 


Missourt Ruralist 


"1 Get MORE SALES from 
Missouri Ruralist ads” 


Says MILTON C. MATHEW 


Milton Mathew is well known in livestock circles for his registered 
Hampshire hogs. He owns the grand champion boar, “Missouri 
Mixer”, and also showed the reserve grand champion Barrow 
over all breeds at the National Barrow Show, 1949. This year his 
herd will produce more than 250 head—many of them sons and 
daughters of “Missouri Mixer”. 


ONE OF 
490 SATISFIED 


Missouri 
Ruralist 


ADVERTISERS 


Windsor, Missouri 
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Extends Fair Trade Policy 


Sandura Co., Philadelphia, man- 
ufacturer of Sandran floor cover- 
ings, has extended its fair trade 
policy to all states in which such 
an operation is legal. The com- 
pany also reduced prices on its 
Sandura wall covering. The new 
sales policy followed a test per- 
iod in New York City. 


Appoints Wehner Agency 


Wehner Advertising Service, 
Newark, has been appointed ad- 
vertising counsel] to Portable Ma- 
chinery Co., Clifton, N. J., de- 
signer and manufacturer of exer- 
cising and reducing equipment. 


ONE 
MINUTE 


Andrea Tells How 
War May Affect TV 


New York, July 26—Home front 
conversion to a semi-war economy 
may cause the biggest television 
boom in the history of the indus- 
try, Frank A. D. Andrea, president 
of Andrea Radio Corp., predicted 
last week. 

“If the action in Korea continues 
and expands in its scope, there is 
no doubt that electronic manufac- 
turers will be required to change 
over quickly from production of 
consumer goods to war materials. 
The inventory of television re- 
ceivers now held by manufactur- 
ers, distributors and dealers will 
be quickly depleted by entertain- 
ment-hungry families confronted 
by gas rationing and other cur- 
tailment of normal activities,” he 
said. 

Mr. Andrea said TV manufac- 
turing facilities may be needed for 
the output of radar tracking for 
aircraft, aerial navigation systems, 


submarine detection devices, re- 
mote scanning and observation 
equipment and inter-unit com- 
munications He added that the 
services might use television for 
mass education programs at train- 
ing centers. 


Gratlex Maps Fall Drive 
Graflex Inc., Rochester, N. Y., 
will use one-eighth page ads in 
Esquire, Life, New York Times 
Magazine, The Saturday Evening 
Post and Time this fall to promote 
the new Century Graphic and 120 
roll holder. The first insertion 
will appear in the Sept. 16 Post. 
Full-page ads in pre-Christmas is- 
sues of Esquire and Life will fea- 
ture the company’s whole line of 
cameras and photo accessories. 
Advertising also will appear in 
photo fan magazines, press and 
professional photographic journals. 


MacKenzie Resigns Account 
MacKenzie Inc., Minneapolis, 
has resigned the account of Alden- 
Wonderall Inc., Minneapolis, man- 
ufacturer of infants’ and children’s 


wear. 


1950 Food 
Sales Figures 
Favor Independents 


(Advertising Age 7-17) “3 > 
“For the first time since ~~ 
1945, the first months of ¥ 
1950 favored the independ- 
ents ...answer lies... \ | 
(1) they entered organizations 
for more effective wholesale 
buying (voluntary groups) (2) they 
bettered store operating methods 
by shifting to modern self-service 
"superettes’.. . more than half of 
independent store sales are now 
going to ‘affiliated’ grocers —in- 
dependent grocers who have vol- 
untarily banded together with 
wholesalers for greater economy 
and efficiency.” 


NATIONAL 


..- FASTEST-GROWING 
GROCER-DISTRIBUTED 


MAGAZINE! 


:. =. 


Guarantee up 25% effective November, 1950 issve! 

(from 400,000 to one-half million). Rates up 25%. 

Month by month, American Family steadily gains 
in circulation and readership.* 


JANUARY. .... 
FEBRUARY .... 
er 
nh Fs 6 e% 
MG ee ee es 
ne a a 


(publishers estimate based on billing) 


284,206 
326,966 
357,612 
429,647 
445,982 
466,313 
487,591 


Space Orders Before September Ist 


Earn Present Rate! 


Advertising Age, July 31), 1059 


Present advertisers protected at present 
rate through January 195] issue. New ad- 
vertisers can earn present rate through 
January, if space orders are 
received by September 1. 


et 


Vhe Creative Uans Corner 


This Hunter ad, The Corner sincerely feels, is an ex- 
cellent ad. It has a considerable amount of interest, both in 
illustration and copy story—which tells how Frank Beaven, 
of Allendale, N. J., bought a genuine Heman Clark clock 
at auction for only $125, and today avid collectors offer 
him $1,000 for it. . 

By association, the ad attempts to convince you that 
Hunter offers you similar value—in its way. And it does so 
very convincingly—insofar as it offers no explanation of 
why, beyond the statement that it has “a superior flavor 
no one has been able to copy in ninety years.” Given no 
explanation, the average trusting reader—and, God knows, 
we want to keep him trusting—automatically jumps to the 
conclusion that Hunter must be something special. 

But what are the facts? The facts are that, just about a 
year ago, the whisky content of Hunter (a spirit blend) was 
reduced—in order that the price could also be brought down. 
So was the proof. 

Now undoubtedly the unquestioning public that reads 


. Hoes of. ramen flolers. , 

Frank Beaven knew a value when he found it! 

For #125 He Bought A $1,000 Clack at Auction! 

Th wae ae eerting day he Vr. Brace of ttt meade of bran. mnie ad devel oom 
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_ Ifyou know value, you'll agree... 


at today’s popular price, HUNTER. long famous as America’s 
luxury Glend, is an exceptional value in whiskey... with a 


superior flaver no one has been able to copy in ninety years! 


Matis Witren Mitiing my Ne, Lain hy. tees Whkey WAR Pred Kirin Resta pli, 
ee sere ES ; : 


ads will not recall this reduction in whisky content. One 
could safely bet it couldn’t even remember the kind of blend 
Hunter used to be—or if it were a blend at all. Maybe, tak- 
ing into consideration such ignorance on the public’s part, 
such advertising as this could be looked upon as completely 
justified. 

But are there not larger things to be taken into considera- 
tion? Such as the matter of ethics—and the advertiser’s own 
regard for truthfulness of statement? 

Or is this no concern of advertising? Should one judge 
advertising wholly apart from its possible effect on the va- 
lidity of human communications and appraise it solely on 
whether or not it makes a sale? Is it possible to justify 
deception on the basis that it is entirely permissible so long 
as one isn’t seriously harmed? Can one become—and remain 
just a “little bit” pregnant? 

The Corner seriously questions the kind of thinking be- 
hind this Hunter ad—much less than the ad itself; which, 
technically, is well done. And it questions it not as a social 
reformer, but as a little human being no little concerned 
about the importance of being able to believe in what one 
hears and reads these days. We condemn the big bad Soviets 
for using words like democracy and freedom and people’s 
governments as loosely as they do. We may not wind up by 
enslaving the people we convert to our particular adver- 
tising cause—but are we justified in converting them through 


FAMILY 


esis. es, | can 


..the only magazine distributed na- 


tionally through independent volun- 
tary and cooperative grocery groups. 


NEW YORK OFFICE, MURRAY HILL 5-3909 © CHICAGO OFFICE, WABASH 2-8916 
PACIFIC COAST, HENRY AND SIMPSON, LOS ANGELES—TUCKER 9154 


*Sworn statement of paid circulation now being audited by Arthur Andersen & Co., Certified Public Accountants. 


rather large question staring 


even a harmless distortion of the facts? 
The Corner feels that, in this respect, advertising has a 


must in some way, and some day, answer. 


it in the face, and which it 


oot 


Westinghouse Picks Agency 


Westinghouse International Co., 
New York, has appointed National 
Export Advertising Service, New 
York, to handle overseas advertis- 
ing. No media schedules have been 
set. Fuller & Smith & Ross for- 
merly serviced the account. 


Berling Joins Baer Agency 


Fred G. Berling, who recently 
retired as sales promotion and ad- 
vertising manager of Lunkenheim- 
er Co., has joined S. C. Baer Co., 
Cincinnati agency, in an executive 


capacity. 


Glenn Opens New Branch 


Glenn Advertising, Fort Worth 
has opened a new branch office 
in the Peoples National Bam 
Bldg., Tyler, Tex. Arnold C. Sha¥, 
formerly with the agency’s Dalla 
office, has been named in chargé 
of the new branch. 


Ansco Appoints Rincker 


Norbert F. Rincker has be@ 
named manager of the X-ray salé 
department of Ansco_ divisiol 
General Aniline & Film Cot, 
Binghamton, N. Y. He joined 
company in March, 1949. 
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eads its field in advertising ! 
HERE’S THE JANUARY-JUNE 1950 RECORD 
, MoToR* e * a -_ a 7 2 7 - . e * e . 7 @49 pages 
Motor Service® wmincm...... 884 pages 
’ Motor Age" e * * + e © * i 2 * > ee 688 pages 
: | Automotive Digest" ...... . 527 pages 
“ *Figures from Industrial Marketing, July, 1950 
- **Figures from MoToR’s count 
— 
: MoIOR LEADS WITH MoIOR 
20 tomotive Business Magazine 
is 75 MORE PAGES THAN MOTOR SERVICE Sena Gera tea, 
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ie MoToR’s Advertising Leadership stems from 
. shat MoTOoR’s Editorial Leadership 
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ADVERTISERS BUY MoToR BECAUSE IT SELLS GOODS 
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Association Forms Ad Forum 

National Consumer Finance 
Assn., Washington, has established 
an advertising forum to improve 
consumer finance advertising. Hal 
Wagner, Local Loan Co., Chicago, 
is chairman of the executive com- 
mittee of the forum. 


TOP SALESMAN 
in the DAKOTAS 
the MOST Effective 


ADVERTISING, MERCHANDISING 


and EDITORIAL INFLUENCE 
in the DAKOTAS! 


Dakotas Own Magazine 


DAKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 
JP MALONEY. 4dcerre ‘ 


er ere 


Compressed Gas 
Lighter Readied 
by Ronson for Fall 


New York, July 26—A new 
Ronson lighter which uses com- 
pressed gas as fuel will make its 
advertising bow early in Septem- 
ber, according to Grey Advertis- 
ing Agency here. The lighter will 
be known as the Ronson Vanguard 
and will retain Ronson’s patented 
“press, it’s lit—release, it’s out” 
one-finger action. 

While details of the advertising 
campaign being mapped to support 
the Vanguard were not made 
known, it was indicated the new 
lighter will have the same national 
support in newspapers, magazines, 
radio, television and point of sale 
as the regular Ronson lines. First 
trade ads will appear in August. 
Some direct mail advertising has 
already gone out. 

The Vanguard, which features 


a special “lifetime” carbide spark 
wheel and employs no wick, will 
be available in two tax-free mod- 
els. Prices have not yet been set. 


Carries 100 Pages of Ads 


The July issue of Apparel Man- 
ufacturer, a 154-page book, car- 
ries 100 pages of advertising—the 
greatest number of advertising 
pages in the publication’s 18-year 
history. Publisher Fred Kogos said 
the best previous high was regis- 
tered in October, 1945, when a 120- 
page issue carried 81 advertising 
pages. 


Gets Potato Chip Account 

Ruse & Urban, Detroit, has been 
appointed to handle the advertis- 
ing of Wolverine Potato Chip Co., 
Detroit. A campaign is planned 
for Michigan, using newspapers, 
radio, television, outdoor posters, 
car cards and point of purchase. 


WGAT Appoints Meeker 


WGAT, Utica, N. Y., has named 
Robert Meeker Associates as its 
national representative. 


Advertising Age, July 31, % 


Federal Reserve Figures on Department Store Sales 


WASHINGTON, July 24—Depart- 
ment store sales hit a new high for 
the week ended July 15. Sales for 
the period were up 24% from vol- 
ume during the same week last 
year, with a Federal Reserve in- 
dex of 264. The previous high for 
this week was 236 in 1948. 

War-scare buying is credited 
with the record improvement in 
sales as compared with past years. 

The southwest and West Coast 
districts recorded the most im- 
pressive gains, with 39% and 36% 
increases, respectively. The Kan- 
sas City district showed a sub- 
stantial 34% rise and the Atlanta 
district registered a 30% gain. The 
Boston and Richmond districts re- 
ported the smallest gains, but they 
were up a good 14% and 12%, re- 
spectively. 


Oe a ee Tee ear ee 


WES US 
SYDNLY 


Sydney typifies 


Australia’s rich and 
expanding market— 


both for capital and 


consumer goods 


Australia’s present growth has 
been likened to that of the U. S. 
during its great westward expansion. 

Before the last war, Australia was 
a predominantly agricultural society. 
Today, industrial production pro- 


vides the largest part of its national 


income. 
American companies 


about 142 million dollars’ worth of 
goods to Australia annually. Econo- 
mists say it could be three times as 
much if more dollars were available. 


now export 


An increasing number of interna- 


tional companies are manufacturing 
locally, or are producing through roy- 
alty or license arrangements. Dollars 
can normally be taken out as current 
earnings, dividends, and royalties. 


FAST-GROWING MARKET 


The Australian market of 8 million 
people is increasing at the record rate 
of 300,000 a year. Two-thirds of this 
increase is due to carefully controlled 
immigration. The market is almost 
solidly middle-class in buying power. 


Experts believe the country could 
support 20 million comfortably. 


Manufacturers in Australia find 
additional rich markets in New Zea- 
land, South Africa, India, Pakistan 
and the Far East. 


LOCAL MARKETING EXPERIENCE 


For 21 years, the J. Walter Thompson 
Company has been part of the business 
communities of Sydney and Mel- 
bourne. It is Australia’s principal adver- 
tising firm. Half its clients are compa- 
nies native to Australia. They include 
many of the nation’s major industries. 

All but six of our 163 employees in 
Sydney and Melbourne are Australians. 
They know the market. 

In addition, world-wide experience 
is brought to bear on local problems. 


Australia is 70% urban. Industrialization is speeding the population shift to towns 
and cities. The country has one of the highest standards of living in the world. 


Staffs are trained by men who have 
had experience with JWT methods in 
other countries. And there is a constant 
exchange of facts and ideas with our 
other 21 offices throughout the world. 
People, too, are exchanged for a further 


“cross-fertilization” of ideas. 


All JWT international offices offer this 
same combination of on-the-ground 
and world-wide knowledge. 


J. Walter Thompson Company offices are 
in London, Paris, Antwerp . . . Bombay, 
Calcutta .. . Johannesburg, Capetown . . . 
Sydney, Melbourne . . . Buenos Aires, Sao 
Paulo, Rio de Janeiro, Santiago . . . Mexico 
City ... Montreal, Toronto... New York, 
Chicago, Detroit, Hollywood, Los Angeles, 
San Francisco, Seattle. Also, the Interna- 
tional Division in New York. 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to July 15, ’50* p264 
Week to July 16, ’49*..213 
Week to July 8, ’50*..r218 
Week to July 9, ’49*....201 
Week to July 1, ’50*....262 
Week to July 2, ’49*....238 
PPreliminary,. 


rRevised. 
*Not adjusted seasonally. 


San Antonio led the cities with 
a 48% increase; Tulsa was up 46%; 
Portland, Ore., and Wichita, 44% 
each; Houston, 41%, and Kansas 


City, 40%. 
% Change from ‘#9 


Week Ended 

Federal Reserve July July July 

District and City 1 8 
UNITED STATES ........ 10 rs 
Boston District. .............. 11 —I1 
New Haven 6 —4 


Boston ........ ll —Il7 
Springfield 7 —12 
Providence 1 3 
New York District . —7 
Newark 21 r—7 
Buffalo ....... 6 
New York 6 r—10 
R. h + 3 
Syracuse 11 —14 
Philadelphia District .... —10 
Philadelphia .................. —-20 


Cleveland District 
Akron 
Cincinnati ..... 
Cleveland . 


u 

uu 

21 

13 

20 

at 

16 

1 

2 

15 

15 

va) 

6 

8 

21 

2 

4 

16 

Columbus 8 B 
Toledo 3.2 
TRIED cccosceee 26 2 
PPRRRIIIAIIII, cccccccosceccssecsosee ll 4 
Richmond District 8 ro 8 
Washington ........ 1 —2 " 
Baltimore ............ 0 2 1 
Atlanta District a 13 ri2 & 
Birmingham .................. 5 —l1l e 
owe - 19 21 % 
Atlanta ........ 6 24 «(Ob 
New Orleans 15 —1l & 
Nashville ......... 18 5 @ 
Chicage District .............. 11 rit @ 
Chicago ........ 8 3 13 
Indianapolis 10 10 7 
Detroit ......... 17 20 i 
Milwaukee .......... 8 6 @ 
St. Louis District . 1 ro ta 
Little Rock 7 o 
Louisville .. ll 15 @ 
St. Louis .... . —8 5 8 
IIIT . ntinicdssdnaenniiinninen 2 14 18 
Minneapolis District .... 12 17 23 
Minneapolis 1l 22 22 
| oe 19 1l & 
Duluth-Superior . 8 10 25 
Kansas City District ...... 8 riz u 
ee - 6 5 2 
Wichita 19 17 4 
Kansas City 6 17 40 
St. Joseph .. —2 —5 5 
Oklahoma City . 10 8 3 
_ Sr 19 24 46 
Dallas Distric rid =—s F21 39 
Dallas ........... 15 14 3 
Fort Worth 2 rig %6 
Houston ...... - 23 2 4 
San Antoztiio .................. 12 1l 48 
San Francisco District .. 10 = r20 36 
Los Angeles Area ...... 9 19 & 
SMITE crdeprescitnenssncsnsenss 6 20 37 
San Francisco ... ; 6 12 w 
Portland .............. 3 22 4 
Salt Lake City 15 9 #4 
| 12 15 2 


rRevised. 
*Data not available. 


Carboloy Promotes Two 


Carboloy Co., Detroit, maker of 
cemented carbide tools, has named 
Kenneth R. Beardslee, formerly 
vice-president and marketing 
manager, as president to succeed 
the late Walter G. Robbins. Eugene 
F. Wambold, formerly vice-presi- 
dent in charge of manufacturing, 
has been appointed to the newly 
created post of executive vice- 
president in charge of manufactur- 
ing, engineering, employe and 
community relations and purchas- 
ing. 


Form Doyle & Hawley 
Chester J. Doyle, formerly L0 
Angeles manager for George D. 
Close Inc., newspaper representa- 
tive, and Vernon Hawley, former- 
ly with the San Francisco office 
of George D. Close, have formed 
Doyle & Hawley, newspaper rep- 
resentative, with offices at 3142 
Wilshire Blvd., Los Angeles, and 
444 Market St., San Francisco. 
concern will function on the Pa- 
cific Coast as an associate of Os- 
born, Scolaro, Meeker & Scott. 


Opens Dallas Art Studios 

Tom Grimes Advertising A! 
Studios has opened at 201814 Main 
St., Dallas. The new studios will 
specialize in production of art for 
packaging, illustration, lettering 
advertising layout and design. 
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Names Two Art Directors 


George M. Elmore, formerly as- 
sistant art director, has been pro- 
moted to art director of Gourfain- 
Cobb Advertising Agency, Chica- 
go. The agency also named Dade 
Ellison, formerly art director of 
Kaufman & Associates, Chicago, as 
an art director. 


Operates PR Separately 

Tandy Advertising Agency, To- 
ronto, has reorganized its public 
relations department as a self-con- 
tained division. It will function 
under the name of Planned Public 
Relations Associates, with offices 
at 66 Portland St., where Tandy 
is located. 


40% of All Cigarets Now Sold by Grocers; 
‘Progressive Grocer’ Tells How They Do It 


New York, July 28—“Food stores 
are now the nation’s No. 1 sellers 
of cigarets. With a cigaret volume 
of $1.4 billion a year, food stores 
dispense more than 40% of all the 
cigarets purchased in the United 
States.” 

These and other facts are re- 
vealed in a nationwide study made 
by Progressive Grocer in coopera- 
ation with more than 1,000 super- 
markets, superettes and service 
food stores. 

The survey indicates that more 


than 5¢ out of every dollar spent 
in food stores goes for cigarets, 
making cigarets the largest selling 
packaged product in the retail food 
business. 

This sales volume in cigarets can 
be attributed to several factors, the 
publication says. “Among them are 
the enormous food store traffic of 
250,000,000 persons per week, a 
sharp increase in men shoppers, 
the fact that food stores sell ciga- 
rets at lower margins, and, most 
important, a growing trend among 


dealers to promote cigarets in car- 
ton lots. 


s “The outstanding success with 
which retailers have promoted car- 
ton sales,” Progressive Grocer says, 
“is seen in an analysis of how the 
consumer spends the cigaret dollar 
in food stores. Cartons account for 
52% of the total cigaret volume 
in self-service stores, 44.6% in 
semi-self-service stores, and 35.7% 
in counter-service stores.” 
“According to dealer comments,” 
the magazine adds, “most consum- 
ers not only prefer to buy their 
cigarets in food stores but also pre- 
fer to buy by the carton. Their rea- 


IN SAN FRANCISCO 


He moves mountains 


Nothing stops Jim Grady. On KCBS’ “This 
Is San Francisco,”* he moves mountains, 
houses...and merchandise. 

They’re calling him Mahomet of the 
microphone around one of the Bay Area 
boys’ clubs, For the lack of a mountain 
site, they couldn’t go camping...until Jim 
Grady came through. A few magic words 
to his listeners, and offers of mountains 
came pouring in from one end of the 
Coast Ranges to the other! 


KCBS, San Francisco 
Columbia’s Key to the Golden Gate 
Represented by Radio Sales 


*Mon, thru Fri., 8:00 to 8:15 a. m., and Sat., 7:45 to 8:00 a.m. 


PREM ea eT eke eee ee ee rae Were ar 


He’s a handy man at moving houses, 
too, officials of a local lumber company 
agree. When Jim told the story of their new 
prefab houses, the dazed but happy busi- 
nessmen had to hire an extra sales staff 
just to handle the inquiries he drew! 

It’s positive proof that KCBS’ Jim 
Grady can move merchandise... moun- 
tains of it! Just call us or Radio Sales, and 
let our prophet spell p-r-o-f-i-t for you in 


the nation’s seventh market. 


BATTAGLIA 
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sons are savings and convenience; 
for cartons are sold at about 5% 
less than the single pack price in 
stores surveyed, and customers also 
like to buy cartons so that they can 
have several days’ or a week’s sup- 
ply on hand.” 


ws Stores that feature carton dis- 
plays, in the opinion of dealers, 
will sell 50% to 100% more than 
stores that do not display cartons. 

While it is true that cigarets are 
sold at or near cost in a few ex- 
tremely competitive communities, 
the magazine notes, it adds that 
the average margin in cigarets is 
such that it brings in substantial 
dollar profit. The average margin 
based on retail price among stores 
surveyed was 11.5% when sold by 
the single pack and 7.2% when 
sold by the carton. 

The grocery wholesaler is the 
biggest supplier of cigarets in food 
stores. Self-service stores, particu- 
larly, prefer to obtain their ciga- 
rets from the grocery wholesaler. 
Of the total cigarets bought by 
food stores, 47.2% are purchased 
from wholesale grocers, 33.4% 
from tobacco wholesalers, 15.5% 
from candy wholesalers, and 3.9% 
direct from manufacturer. 


a “In communities where some 
merchants persist in selling ciga- 
rets at or below cost, there is a 
notable lack of cigaret promotion,” 
the grocery paper says. It works 
this way: When one dealer, des- 
perately needing volume, selects 
cigarets as a loss leader and plugs 
an unreasonably low price, many 
other stores in his community in- 
variably meet his price—but take 
down carton displays and discour- 
age cigaret sales so far as is prac- 
tical. The net result is not only 
lower sales of cigarets, but also a 
much lower margin, and in many 
cases no margin at all. 

“Merchants in many states have 
recognized the fallacy of cut- 
throat pricing and have succeeded 
in promoting unfair cigaret sales 
acts that allow a reasonable mar- 
gin on cigaret sales. On the whole, 
food merchants are well satisfied 
with these laws, and in those states 
food stores are probably doing a 
more effective cigaret merchandis- 
ing job than in states or communi- 
ties where needless price cutting 
prevails. 

“Although per cent margins are 
low in comparisen with some 
other. grocery products, dollar 
profits in cigarets are substantial. 
Reasons for this, say dealers, are 
tremendous consumer acceptance 
and consumption, low inventory 
investment in terms of sales, high 
unit price (particularly per car- 
ton), and low handling expense.” 


45rpm System Available 
for Wurlitzer Machines 

RCA Victor, Camden, N. J., and 
Rudolph Wurlitzer Co. have joined 
in a program to introduce the 
45rpm record playing system in 
automatic coin-operated phono- 
graph machines. The Wurlitzer 
company is now making avail- 
able to owners and future pur- 
chasers of its latest model auto- 
matic coin-operated machine a 
special kit of replacement parts to 
convert it from 78rpm to 45rpm. 
RCA Victor also is furnishing op- 
erators of these phonographs an 
initial library of 24 popular rec- 
ords without charge. 


Strauss Joins Augstein 

Charles B. Strauss, formerly 
vice-president of Dorland Inter- 
national, has joined the advertis- 
ing division of S. Augstein & Co., 
New York, manufacturer of Sa- 
cony fashions. Mr. Strauss has, in 
the past, been associated with 
Fairchild Publications, Samuel G. 
Krivit Co. and Frederick-Clinton 
Co. He was at one time advertis- 
ing manager of Wallachs Inc. 


Steele to B&B’s NY Office 

L. T. Steele, formerly vice-pres- 
ident in charge of West Coast op- 
erations of Benton & Bowles, has 
returned to the agency’s New York 
office as account supervisor. 


) ee a | 
ee 
4 . 
3 
} , 
| ‘i 
4 i 4 -,.Tr = 4 : ‘ , aa 
with , £3! aie I } 
| i \be2 fb VetLo! 
we i's, a Vig | 
insas (5 ‘} Z n _ . N 7 
ym *49 , Y y Z iY Me Z 
“tay I Es ee ad ; £ Ay Ny A ic 
a fi} “1: \ By #i q K (fo ™ 
a we Pi i fa Y Bs y) be i - A 3 oN dite! . 
16 f " . # JN y a ’ toh ee gle, 
a Mae ache hag ral ~ iS 
YO AS maT oN , 
s fk Venn \ ' IN aie x + | 43 — p: | / i KX \ = mA é 
1h Bee anv aa. Ai INGAAS | 
DAA ic tr Meee 
aA ea ety ee) MM eS | 
8 , Ae WN Tes z zz. ee Wie ‘ ye 2, sig as. / Ee \ ‘ 
a vy ); ‘A BN e #4 Awe ; Ly HOR \AS : 
i a; és \| j WG 7 KZ 0) -YAN WS ; 
48 e ~ +\- Z Ie h | RK SN (a QQ “ 
% ; ) om \\ wy , ; \ =) = 0" >>; NS ny 
2 i: “Td y TP ee a a s  43'& tes = pe ; fy | : 
a eo ae : 
- 
oe 
oS . 
oH : 
a 
— a _ 
amed ie 
nerly 7 
ting mi 
oceed ; 
gene " 
resi~ wy 
ring, ss 
ewly % 
vice- ie 
ctur- ; 
and ee ph 
chas- ‘ 5 
enta- —— s 
sttice ‘ine oe : )) 9 hy 7 
rmed 1a * tye , . } | : 
: wie oe Uy | 
1 (4, ‘ ; d 
4 S3~ | Yj = j > A 
Art yo Zo ae 
‘il ——— | He eZ: i ae | 
i t | } LAZZDA 7 ee ae i ; 
Se Cee. re i eg a ce mec at eta enue ib : RT SLUMP len Oh ioe A) Rape oe a pee ve i ets A. — 


24 


WENR-TV Adds Two Studios 


Station WENR-TV, Chicago, has 
leased half of the 24th floor and 
the entire 25th and 26th floors of 
the Chicago Daily News building, 
eat including two studios. Remainder 

= of the 12,000 square feet will be 
e used for offices, control facilities, 
5 etc. The two additional studios 
- (making a total of six) will be 
used for shows which do not have 
studio audiences. 


Switlik Appoints Briggs 


J. Branch Briggs, Philadelphia, 
has been named as advertising and 
public relations counsel of Swit- 
lik Parachute Co., Trenton, N. J., 
manufacturer of parachutes and 
other aviation safety equipment. 
Full-page, two-color ads will be 
used in aviation magazines. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 
SEATTLE NEW WORLD LIFE BLDC. 


Mortimer, 3 Other 
GF V. P.s Promoted 


New YorK, July 26— Four top 
vice-presidents of General Foods 
Corp. have been given new posi- 
tions, it was announced here last 
week by Austin S. Iglehart, pres- 
ident. 

Charles G. Mortimer, v.p. in 
charge of marketing, including ad- 


<i 


P 


? 


—— ~ 


Curtis Gager 


Charles Mortimer 


vertising, field sales, consumer 
service and market research, will 
now have operating responsibility 
for Birds Eye-Snider, Seafoods 
and Bireley’s divisions. 


B. C. Olney 


Wm. Robbins _ 


Curtis H. Gager takes over op- 
erating responsibilities for Frank- 
lin Baker, Maxwell House, As- 
sociated Products and Electricook- 
er divisions, and General Foods 
Ltd. These are additional to his 
responsibility for Post cereals, 
Iglehart Brothers, Gaines dog food, 
Corn Mill, Walter Corn Mill, Wal- 
ter Baker chocolate and cocoa, and 
Diamond-Crystal salt divisions. 


a William M. Robbins assumes 
responsibility for coordinating the 
following staff functions: treas- 
urer’s, controller’s, law, purchas- 


ing, export, and research and de- 


velopment departments. He al- 
ready has operating responsibility 
for Alfred Bird & Son, General 
Foods’ English company. 

B. C. Olney will become assist- 
ant to the chairman of the board 
and to the president. 


‘Pilot’ Stops Publication 


Pilot, Bend, Ore., established in 
1936, has ceased publication with 
its July 25 issue. The owners said 
the “concern. will devote its en- 
tire efforts to the production of 
commercial printing.” 


Lupton Appoints Two 

John Mather Lupton Co., New 
York, has saaniaiel the following 
department heads: Roy N. Wil- 
liams, production and art, and T. 
— Gascoigne to account serv- 
cing. 


Station WHK Appoints Two 

Bill Sprague, promotion man- 
ager of WHK, Cleveland, has as- 
sumed duties in the sales depart- 
ment. Mike Craver has joined the 
station as assistant promotion 
manager. 
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good impressions 
: make good impressions 


The quality of work produced by an advertising agency or an art studio 
determines the impression that is made upon its clients. And the quality 
of work produced by the production manager determines 

the impression he will make upon the people he wants to please. 


To help make these impressions good ones, Monsen-Chicago 

pays special attention to the various type impressions (or proofs) 

that are pulled for reproduction. Whether your needs call 

for black on white, acetate, color or Trans-Adhesive proofs, you can rely 
on Monsen impressions for sharpness, accuracy, color and style. 


Good type impressions from Monsen-Chicago will produce the type of 


good impression you want to make on those you want to please. 


East of the Rockies it’s Monsen-Chicago at 22 E. Illinois Street 
On the Pacific Coast it’s Monsen-Los Angeles at 928 S. Figueroa Street 


CHICAGO 


LOS ANGELES 
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Capital, Lockheed 
Start Joint Drive 


for Constellations 


WasHINGTON, July 26—Capitaj 
Airlines and Lockheed teameg 
up last weekend in a series of 
1,000-line newspaper ads celebrat- 
ing the introduction of Lockheeg 
Constellations on Capital’s main 
routes. 

The ads broke in the Washing. 
ton Star and Chicago Daily News, 
Sunday. This week, they will ap. 


MOR- ETOP +o 


B bot CHICAG 


CONSTELLATIONS: 


el. 


pear in the Washington Post, Chi- 
cago Tribune, and two papers in 
each of Capital’s main line cities: 
New York, Detroit, Cleveland, 
Pittsburgh, Milwaukee and Min- 
neapolis-St. Paul. 

The series is to continue on a 
minimum basis of twice weekly 
through the next 12 months, using 
1,000-line ads until fall, and 600 
lines thereafter. Lewis Edwin 
Ryan Inc., Washington, handles 
the account. 


Formosan Oolong 
to Be Merchandised 
by Sembodja Corp. 


New York, July 25—An exten- 
sive direct mail and merchandis- 
ing campaign for China leaf tea 
will be started Aug. 1 by Sembod- 
ja Corp., importer of the product. 
Featured in the promotion will be 
a distinctively flavored Formosan 
oolong tea, retailing at 60¢ per 
quarter pound. It will be promoted 
as “the champagne of teas.” 

To capitalize on the rise in tea 
drinking, sampling, special dem- 
onstrations and tie-ins with fash- 
ion and social activities will be 
staged. Point of sale demonstra- 
tions in key markets will be con- 
ducted by Chinese girls in oriental 
costumes. 

The program will be supervised 
by Dundon Associates. A limited 
advertising program is under con- 
sideration, but probably will no 
be undertaken until late this year 
or early next. 


Kreml Newspaper Space Up 

R. B. Semler Inc., which recently 
dropped Gabriel Heatter’s Wednes- 
day evening newscast over Mut 
ual, is expanding newspaper a& 
vertising for Kreml hair tonit 
and shampoo. Papers in 90 markets 
will now be used, instead of 50 # 
heretofore. Thirty Sunday newspa 
pers are being added. Space will 
100 lines in all papers. In majo 
markets three insertions weekly 
will be made instead of two. Ef 
win, Wasey & Co., New York, is thé 
agency. 


Longenecker Quits Le Roi 

E. A. Longenecker has resigned 
as president, general manager af 
a director of the Le Roi Co., Mik 
waukee, manufacturer of engine& 
air compressors and other powé 
equipment. 


Niles Heads SoundScriber 
Walter J. Niles has been elect 
president of SoundScriber Corps 
New Haven, Conn., manufactul 
of electronic disc dictating equi- 
ment. 
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Strictly Informal—Il 

e IN this slot last week was a 
partial description of a sound em- 
ploye communications program at 
the Formfit Co., a Chicago manu- 
facturer Of foundation garments 
whose 1,300 employes like to be 
told what’s going on, and are. 

In addition to regular meetings 
of supervisors, plant music supple- 
mented by a loudspeaker system, 
pulletin boards, letters to employes, 
group gatherings of employes and 
conducted tours, Formfit issues a 
bi-monthly magazine for employes 
in all plants called “Life at Form- 
fit.’ It is somewhat weighted in 
the direction of personal items, 
but few are of the gossipy sort. 

Critics are apt to say that it con- 
tains little company information, 
but the fact remains that practi- 
cally all other media of employe 
communication carry information 
about company operations and 
products, so perhaps it isn’t too 
essential here. 

“Life at Formfit” can probably 
lay immediate, unassailable claim, 
however, to being the most unin- 
hibited device of two-way com- 
munications the country around. 
Two pages of each issue are de- 
voted to employe mail, patently 
printed without deletions. To each 
letter the editor, an attractive and 
energetic young woman named 
Jane Haliday, affixes a good-na- 
tured reply. 


e The two pages are labeled “The 
Voice of Formfit,’”’ which the edi- 
tor in a prefatory note describes as 
the plant’s own Bill of Rights. Re- 
cent demonstrations of employes’ 
appreciation of this characteriza- 
tion include the following: 

1. A favorable comment on the 
soft music. “For once,” the author 
remarks, “it was a pleasure to 
work.” The editor smoothed this 
one down easily. 

2. A criticism from “Ex-Trim- 
mer” on the working conditions in 
her department. The editor ac- 
knowledged the soundness of the 
gripe in part, but pointed out that 
existing company regulations al- 
ready took care of the rest of it. 

3. A letter complaining about 
(a) the high price of thuringer 
sandwiches, (b) the air-condition- 
ing system, which the complainant 
declared was always either too hot 
or too cold, and (c) the alleged 
lack of pay caused by machine 
trouble. Miss Haliday, the editor, 
promptly: (a) persuaded the caf- 


Employe Communications 


How to Win Friends Among Your Workers 
EE By RosBert NEWCOMB and Marc SAMMONS 


eteria management to lower the 
price on thuringer sandwiches; (b) 
pointed out that, with some 900- 
odd people to keep comfortable, 
you can’t expect miracles of air 
conditioning, and that the squawks 
were few, and (c) informed the 
complainant that operators are 
paid for machine trouble. 


e This two-page department prob- 
ably settles more gripes, dissolves 
more grievances-in-the-making, 
and gratifies more people who 
like to see their stuff in print than 
all the messages on cooperation 
strung together. Above and beyond 
that, it is a sample of the type of 
company thinking that continues 
to keep the scene serene. 

In Formfit’s non-unionized plant 
in Chicago, where nine of every 
ten employes are women, more 
than 50% have been there five 
years or better. The 20-Year Club 
has 72 members. One woman has 
been there 45 years. In a company 
where, because of the predomi- 
nance of women, you would expect 
a high turnover, this is indeed a 
record. The people must like it 
there. 


‘NY Times’ Issues Index 


New York Times has published 
the 1949 edition of the “New York 
Times Index,” which contains 


500,000 news items. It indexes 
each news story with the date, 
page and column number of the 
item as it appeared in the late 
city edition of the Times. A new 
feature is a news highlights sec- 
tion covering 17 major news cate- 
gories. In addition, the index con- 
tains 20,000 personal names—in- 
dexed separately. The copies are 
available at $35 each. 


Flint Agency Names Two 
as Limited Partners 

Flint Advertising Associates, 
New York, has named Paul H 
Weiss and Crescent A. Ragona as 
limited partners. 

Mr. Weiss, previously copy and 

ublicity chief, is vice-president 
in charge of copy and public rela- 
tions. Mr. Ragona is a vice-presi- 
dent and account executive. Both 
men have been with the agency for 
the past three and a half years. 


Gets Ingraham Account 

Wilson, Haight & Welch Inc., 
New York and Hartford, Conn., 
has been named to handle the ad- 
vertising of the E. Ingraham Co., 
Bristol, Conn., maker of Sentinel 
clocks and watches. The account 
formerly was handled by Ruth- 
rauff & Ryan. 


Among All Farm Magazines and Farm Weeklies 


THE ARKANSAS FARMER 


's FIRST 
and SECOND 


or contact our Representatives: 
Billingslea & Ficke Peck & Billingsiea 


420 Lexington Ave. 185 No. Wabash Ave. 
New York, New York Chicago, Illinois 


Box 1857 


In 1950 Percentage of 
Advertising Gain (40.9%) 


In Total Advertising 
Lines Gained (21,603)* 


*July 24, 1950 “Advertising Age”’ 


Rural Arkansas is the nation's fastest growing farm market. The outstanding 
Progress of Arkansas’ own and only farm and livestock magazine reflects 
the new importance of this new-rich market. More and more advertisers 
Gre learning how Arkansas’ best rural salesman—The Arkansas Farmer— 
Penetrates and serves rural Arkansas. Write us for pertinent, factual data 


In the Service of Rural Arkansas Since 1898 
THE ARKANSAS FARMER 


PS re ae ona ey Oe 


W. M. Temple Loyd B. Chappell 
406 Land Bank Big. 427 West Fifth St. 
Kansas City, Missouri Los Angeles 13, Cal. 


Little Rock, Ark. 
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Picture of a Trend on the Move! 


Automotive News 
Circulation Up Again! 


_UP AGAIN! The fastest-growing auto- 
motive trade paper is climbing still 


in the field. 
are renewing their subscrip- 


any other publication 
83.7% 
tions. That's why you can be sure that 


AUTOMOTIVE NEWS 


higher. More car dealers, their parts 
and service managers, and automotive 
company executives (38,468, all told) 
are subscribing to AUTOMOTIVE NEWS 


than ever before .. . 


gets in... 
gets read... 


gets action. So, do as subscribers 
are doing—disregard the old patterns. 
Follow the trend to AUTOMOTIVE NEWS. 
Do it and you'll stick with AUTOMOTIVE 
NEWS just like readers do. 


AUTOMOTIVE NEWS REACHES 
AND SELLS THE DECISION MEN 
OF THE AUTOMOTIVE MARKET 
IN THE FACTORIES AND DEAL- 
ERSHIPS. 


because they get more in edi- 
torial matter. 


because it is the only publica- 
tion for up-to-the-minute auto- 
motive news. 


This is the preferred trade paper of 
the Decision Men of the nation’s num- 
ber one industry. They pay more ($8 
per year) for a subscription than for 


The Newspaper of the Industry xk * 


Member 


PENOBSCOT BUILDING e DETROIT 26, MICHIGAN 


ADVERTISING OFFICES: 


NEW YORK CHICAGO DETROIT LOS ANGELES 
Edward Kruspak J. Goldstein Dick Webber R. H. Deibler 
51 E. 42nd St. 360 N. Michigan Penobscot Bldg. 2506 W. 8th St. 
Murray Hill 7-687! State 2-6273 WO. 3-0495 Dunkirk 3-0303 
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Live-Pak Seafoods 
Distributed in Cans, 
Restaurant Tanks 


Boston, July 26—Live-Pak Sea- 
food Inc. is now preparing for 
coast-to-coas! consumer distribu- 
tion of half a dozen more seafood 
specialties to go along with its 
canned live-lobster product. 

The new seafood delicacies which 
will be distributed by seven fran- 
chise holders include _ shrimp, 
clams, clam juice, crabmeat, finan 
haddie and fancy lobster treats. 
All will be treated with “Solution 
X,” the company’s secret formula 
that keeps lobsters alive for six 
weeks in tanks and six days in 
cans (AA, May 1). 

At present, most of the advertis- 
ing has been directed to distribu- 
tors and retailers. Live-Pak is 
making available a special lobster 
display tank which is a complete 
merchandising unit with a 100- 
pound capacity. 


a The unit may be used in res- 
taurants and cafes, and no special 
plumbing is required with it. All 
that is needed is an electrical out- 
let; and clams, shrimp, oysters and 
all other species of shell fish, as 
well as lobster, may be kept in it. 
Bookbinders restaurant in Phila- 
delphia has installed d6ne from 
which patrons choose their lobster 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Artkrefi® Meng Corporation 
900 Kibby St. Lime, USA 


i 


dinner. 

The franchise-holding distributors are 
Arthur B. Schneithorst, St. Louis; Schneit- 
horst Live-Pak Seafood Co. Inc., Chi- 
cago; Live-Pak of Ohio Inc., Cincinnati; 
Live-Pak of California, San Francisco, 
Denver Live-Pak Inc., Denver; Connecti- 
cut Live-Pak Corp., Noank, Conn.; and 
Florida Live-Pak Foods Co., Dinner Key, 
Miami, Fla 


Thor Appoints Runge 
Sales Promotion Manager 


Robert J. Runge, formerly di- 
rector of sales promotion of the 
plumbing and heating division of 
Crane Co., Chi- 
cago, has been 
named sales pro- 
motion manager 
of Thor Corp., 
Chicago, manu- 
facturer of home 
laundry appli- 
ances. He _ suc- 
ceeds Emil G. 
Best, who was 
recently promot- 
ed to advertising 
manager. 

Prior to join- 
ing Crane, Mr. Runge was with 
Lyon Metal Products Co., Aurora, 
Ill., in advertising and sales pro- 
motion capacities. 


R. J. Runge 


Third Army to Wayne Agency 


Third Army Headquarters, Fort 
McPherson, Georgia, has named 
Tucker Wayne & Co., Atlanta, to 
handle advertising of the Army 
and Air Force recruiting program 
in seven southeastern states for the 
fiscal year 1951. Radio and news- 
papers will be used. 


Gruen Plans Video Show 


Sept. 29 will be the starting date 
for Gruen Watch Co.’s sponsorship 
of “Blind Date” on ABC-TV. 
Time—Thursdays, 9:30-10 p.m., 
EST—was bought through Stock- 
ton, West, Burkhart, Cincinnati. 
Last season this program was car- 
ried by Knomark Mfg. Co. 


WORCESTER’S WONDROUS TWINS 
1. high buying power 


All over Worcester County new construction 
continues to go up. Total construction 
contract aw@rds for the first five months of 1950 
amounted to $15,743,000 — 55% above the 
total for the same period in 1949. Residential 
contracts Glone in these months rose 58% 


above the similar 1949 period.* 


p a intensive newspaper coverage 


Build up your sales to this active, ever- 
growing market through consistent advertising 
in the Worcester Telegram-Gazette, the 
newspapers that blanket the area. Daily 
circulation in excess of 140,000. 


Sunday over 100,000. 
*Source: F. W. Dodge Corp. 


The TELEGRAM -GAZETTE 


_ WORCESTER, MASSACHUSETTS | 
Evy GEORGE F BOoTH Publisher - 


REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 


MOLONEY, 


OWNERS of RADIO STATION WTAG 


Comics Copy Ridiculed 


by ‘Atlantic’ 


Of all the phantasies created for 
us by American industry, the most 
satisfying to me are those present- 
ed in the advertising comic strips. 
These tight, colorful little dramas 
appear each Sunday down at the 
bottom of the pages of the comic 
sections. Their superiority to the 
run-of-the-mill, undramatized ad- 
vertisement can be easily demon- 
strated. 

Recently, in the straight ads, 
there has been an attempt to sug- 
gest that the housewife is in love 


To Ann Griffith, a writer for 
“The Atlantic,” there is some- 
thing mighty askew about the 
advertising in comics pages 
nowadays—something fantastic, 
at any rate. In the July issue 
of the monthly, she has written 
the following tongue-in-cheek 
analysis of these weekly Sun- 
day dramas. Carl Rose, “Atlan- 
tic” cartoonist, abetted Miss 
Griffith with the accompanying 
illustrations. 


with her box of soap powder. She 
seems not only to like to wash 
clothes with the contents, but also 
to have a strong attachment to the 
box itself. She fondles it, rubs it 
against her cheek, hugs it, and 
whispers its praises into its ear. 
But what a deaf ear! For the box 
does not respond to any of this 
flattery, and the relationship be- 
tween housewife and box is whol- 
ly unsatisfactory. 

In the comic-strip version, how- 
ever, this relationship comes to 
life, as it were. Soap powder is 
represented as a half-naked, hand- 
some young man, reminding one 
vaguely of the iceman of olden 
times. 


e Like Superman, he arrives from 
out of nowhere just when things 
look blackest. The usual pattern is 
for a husband to storm out of the 
house, leaving behind a wife re- 
duced to tears by his harsh words 
on the subject of improperly 
washed shirts. 

Instead of the cold comfort of a 
soap-powder box, rescue comes in 
the form of soap powder person- 
ified. He washes the shirts in a 
trice, getting them so clean that 
the wife can scarce credit her eyes, 
and then flies off. At the end of 
the day, when the husband comes 
home, his shirts please him with 
their new, snowy whiteness, and 
he can love his wife again. 

Dagwood, in the authentic com- 
ics, remarks frequently that “hus- 
bands are a sorry lot”—an opin- 
ion that is supported over and over 
in the advertising comics. What 
tempers! But every tantrum has 
its antidote. 


a The Flynn family, in the first 
three panels, seems to be in a 
pretty bad way. Dad is trying to 
fix Junior’s train but clearly is 
only making it worse. “Gee Pop,” 
the little boy nags, “can’tcha make 
it work?” 

“No! Blast it! And I’m tired of 
trying!” 

Mom, on edge like everybody 
else in this touchy household, flares 
up at this indirect slur. “Don’t 
glare at me. I do everything else 
around here. I can’t fix trains too! 
Other men can put electric trains 
together—why can’t you?” 

That’s all it takes to send Dad 
from the house, yelling as he 
leaves, “Other wives don’t nag 
their husbands, either. I’m going 
for a walk.” 

Junior, evidently all too used to 
such goings on, merely shrugs, 
“Guess I'll go to bed.” 


wm One breakfast of dry cereal 


Scribe 


transforms this domestic hell into 
the happy home that appears in 
the last panel. Thanks to “wheat 
energy,” Dad is able to fix the 
train the very next night. Junior 
is proudly showing it to a friend 
and telling him, “My dad’s terrif- 
ic! He can fix anything!” 

Dad is holding Mom’s hand and 
saying, “I don’t know what’s hap- 
pened. I feel like a new man, hon- 
ey!” To which she is replying, 
“And you’re going to go on feeling 
that way. From now on, the Flynns 
are going to have fun out o’ life.” 

The more outrageous the behav- 
ior of the husband in the first 
panel, the greater the satisfaction 
in seeing him become a decent fel- 
low again in the last panel. After 
another sleepless night due to you- 
know-what kind of nerves, Peggy 
peers desperately into her mirror 
and exclaims, “O-o-0-0...I look 
a wreck this morning.” Husband 
John, a boor if there ever was one, 
answers, “I’ll say you do!” 

Worse than that, we learn from 
Peggy in the next panel that “John 
left for work without even k-k- 
kissing me—my 1-l-looks don’t at- 
tract him any more!” 


gw They both turn to wheat tea and 
the results are all anybody could 
ask. Peggy blooms once more. John 
looks gay and gallant and is suf- 
ficiently reattracted to propose this 


»} HAVE NOTHING TO LIVE FOR—— 


BECAUSE HIS SHIRTS ARE DIRTY—AND 
MY HANDS ARE SO ROUGH AND CHAPPED! 


toast—in wheat tea of course: “To 
my wife—the best-looking gal in 
town!” 

In another beverage strip, Ned- 
dy and five of his little friends 
are gathered at his house to elect 
a president for their new club. The 
vote is three for Neddy and three 
for Sandy, a hot contest—almost 
as hot as the steaming cocoa that 
Neddy’s mother serves. After the 
six hungry boys down their hot 
chocolate, a new vote is taken and 
Neddy is unanimously elected. This 
is a positive result—serve hot 
chocolate and be elected president. 


mw Changing one’s brand of cig- 
arets will not do that sort of thing, 
but it will get one out of a peck 
of trouble—on the home front or 
in any other walk of life. 

A tugboat captain almost rams 
into a cruiser. Reason: “Smoking 
irritates my throat so much I feel 
awful and you can’t do your best 
when you’re not feeling up to par.” 

A trapeze artist misses her part- 
ner. Lucky it’s only a rehearsal 
and there’s a net to save her! Like 
the rest, she has a ready explana- 
tion: “My timing is off. Maybe it’s 
because my throat feels so parched 
and irritated from smoking, I 
can’t keep my mind on the job.” 

To none of these characters, so 
irritated by parched throats as to 
jeopardize life and limb, does it 
occur to stop smoking. They make 
the “nose test,” change their brand 
of cigarets, and return to happy, 
useful lives. One of them speaks 
for all when he says, “I’ll admit 
I’m doing a better job now that 
there’s no cigaret hangover to 
make me irritable and out of 
sorts.” 


s There is no demand that the ad- 


vertising comics be logical, and no 
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effort need be wasted in thi 
up subtle ways to bring in the 
commercial. Just bring it in, that's 
all. A brand-new mother is be 
presented with an adorable pink 
baby in an adorable pink blanket 
Her reaction? “I’m almost afraig 
to touch her little face. My hands 
are so rough!” 

Instantly the baby is forgotten, 
for we have arrived at a subject 


OF THE BASKET. 
BALL TEAM! 


BESESSETZESEE 


onal 


z& 


which everyone knows is dearer 
to a woman’s heart even than a 
newborn babe—rough hands! The 
rest of the strip is given over to 
a spirited and clinical discussion 
between mother and nurse on this 
timeless topic. 


Servit Foods Expands 


Servit Foods Corp., New York, 
maker of instant punch ade, spoon- 
lift tea bags and instant hot choco- 
late bags, has taken over the entire 
building at 235 West St., to broad 
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en its production facilities. The ye 
company, currently running 2- P omg 
line ads in all metropolitan dailies Hoope: 
on its instant punch ade, plans tof imprac 
increase advertising in local mar- degree 
kets this fall on spoonlift tea bags 1. Hi 
and to expand newspaper adver- the sai 
tising in other areas. Joseph Jac § Ye 
obs Advertising & Merchandising p. al 
New York, handles the account. mie 
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DuMont Promotes Faust suburt 
George W. Faust, assistant traf- ms 
fic manager for the last 18 months, at 
has been named traffic managerd§ §,), 
the DuMont Television Network} the pe 
New York, replacing Robert FE the ca 
Jamieson, who advanced to station § both s 
relations manager. to res; 
home” 
Smith to ‘Graphic’ as A. M. = 
Harris Smith has joined the§ ' for ' 
Graphic, Newberg, Ore., as adver- ba = 
tising manager, replacing Gene telephe 
Tuura, who is now with the Ore-§  doubte 
gon City Enterprise-Courier. non-tel 
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Advertising Age, July 31, 1950 


Hooper-Pulse 
Test Valueless, 
Nielsen Argues 


(Continued from Page 1) 
and Dr. Sidney Roslow, head of 
Pulse, both accepted the challenge 
with qualifications. 

In his letter to Mr. Breyer, dated 
July 22, Mr. Nielsen explains the 
reasons for his conviction that the 
type of test proposed will, “at best, 
only prove which of the two sys- 
tems, Hooper or Puise, provides a 
more accurate measurement of 
audiences in San Francisco or 
Oakland. But this would still leave 
you entirely out on a limb with 

to the much more impor- 
tant question as to how to measure 
the tremendous audience which 
lies outside and beyond the reach 
of either of these research techni- 
ques.” 

Partial text of Mr. Nielsen’s let- 
ter to Mr. Breyer follows: 


g | believe there are two ways in which 
we can help you with your problem. The 
first is to cite the principal reasons why 
you really should not expect agreement 
between the audience measurements (for 
your station) produced by Hooper and 
those produced by Pulse. Secondly, we 
can propose a prompt, inexpensive 
method of getting the answer you de- 
sire—and getting it with indisputable ac- 
curacy. 

Dealing with my first point, here are 
some of the major differences between 
Hooper and Pulse which render it utterly 
impracticable to expect any substantial 
degree of agreement between the two: 

1, Hooper and Pulse almost never cover 
the same weeks and the same days of the 
week. 

2. I believe it would be safe to say that 
they seldom, if ever, cover identical areas, 
As I understand it, Hooper usually covers 
the city itself, plus some or ali of the 
suburbs—while Pulse may cover the city 
and several surrounding counties. 


g 3. There is probably some difference in 
what we call “home availability,” i.e. 
the percentage of homes that respond to 
the call of the researcher. In the case of 
both services, a certain percentage fails 
to respond (among those who are “at 
home”). It is probable that this percent- 
age of non-response is higher for the 
Pulse system of doorbell ringing than it 
is for the Hooper system of telephoning, 
but this is pure surmise on my part. 

4. Hooper is limited to homes having 
telephones, while Pulse can and un- 
doubtedly does cover both telephone and 
non-telephone homes. There is a sub- 
stantial difference between these two 
types of homes—in their income classifi- 
cations, educational levels and program 
preferences. 

5. Even if the two services contacted 
identical homes (which they do not, as 
you will note from the foregoing points), 
there is such a great difference in the 
methods used for getting the information 
that you could scarcely expect any agree- 
ment between the results. 

Hooper attempts to ascertain the sta- 
tion to which the family is listening at 
the m t of his teleph call. Pulse, 
on the other hand, asks one member of 
the family to “recall” (i.e. remember) 
the programs (or stations) which any 
member of the family has listened to 
pe a substantial time interval in the 


a This not oniy poses a very serious prob- 
lem from the standpoint of pure memory, 
but it also makes the unjustified assump- 
tion that any one member of the family 
knows what every other member of the 
family listened to at some previous 
Period of time! 

As a matter of fact, this dual problem 


is so serious that Pulse finds it neces- 
sary to “aid” the memory process by an 
elaborate conversational method which, 
in general, seeks to get the respondent 
to remember her activities during the in- 
terval in question, and from this to con- 
struct a “pattern” showing the times at 
which the radio was in use. 

I am sure that any experienced re- 
searcher will support me in the belief 
that it is impossible to give this sort of 
“aid” to any respondent without creat- 
ing very serious errors—entirely 
from the errors arising from faulty mem- 
ory and from lack of knowledge as to 
what other members of the family 
listened to... 


g@ Both Hooper and Pulse face a serious 
problem in trying to obtain, from a single 
member of the family, a reliable record 
in regard to the listening of all other 
members of the family. In the case of the 
Hooper method, some respondents simply 
will not take the trouble to go all through 
the house and check up on other members 
of the family and other radio receivers. 
The problem of Pulse is much more 
serious, because the listening being 
“shecked” was done several hours 
earlier, or even the day before, and the 
person who did the listening may not be 
present for checking purposes. And it is 
inevitable that the person being inter- 
viewed may not have been in the home at 
the time when some other person was 
present and doing some listening! 

6. Even if the two methods used the 
same homes, and even if each obtained 
absolutely accurate information, there 
would still be a very great disagreement 
between the results, for the simple rea- 
son that Hooper necessarily measures what 
is known as “average audience” or “co- 
incidental audience,” while Pulse can- 
not possibly measure anything except 
what is known as “total audience.” 
While this may sound a bit technical, it 
is of utmost importance, because the dif- 
ference between average audience and 
total audince is very large. In general, 
total audience will be 25% to 75% higher 
than average audience, and the difference 
often exceeds 100%. 


g ---The audience to any program, if 
measured on a minute-by-minute basis, 
actually takes the shape of an irregular 
curve, i.e. the audience varies from min- 
ute to minute, due to the fact that cer- 
tain families tune in every minute, while 
others are tuning out. 

The Hooper system makes a series of 
phone calls throughout the entire pro- 
gram (with the exception of the first 
two minutes of every 15 minutes) and 
the figure he issues represents an aver- 
age for all of the minutes called. This 
is the only type of measurement that is 
possible with the coincidental system. 

The Pulse or any other recall system, 
on the other hand, tries to get a record 
of the number of families who heard any 
part of the program. Now if the truth 
could be obtained, it is obvious that this 
method would produce a figure which 
would not only equal the biggest figure 
on the minute-by-minute curve but 
would substantially exceed that figure, 
because the total number of families 
that heard some part of the program is 
not only the per cent that were listen- 
ing at the peak of the audience but also 
the additional families who had listened 
earlier in the program and had tuned 
out, plus those who listened later. 


g So if the Pulse method did not suffer 
from loss of memory and the other factors 
mentioned above, it would produce fig- 
ures substantially higher than Hooper's 
figures. If the Pulse does not produce 
figures substantially higher than Hooper's, 
it arises from the fact that the loss of 
memory counter-balances, to some extent, 
the fundamentally higher nature of a 
total audience figure. 

Now there is no uniformity between 
Hooper and Pulse with respect to various 
programs and time periods, because some 
types of programs are easier to remember 
than others. Furthermore, the ratio be- 
tween total audience and average audi- 
ence varies widely by programs. As a 
consequence, not even a miracle could 
produce agreement, between those two 
systems, with respect to all programs and 
time periods. 

7. The unavoidable statistical error 
(arising from the use of a sampling pro- 
cess) must be taken into account in 
making any comparisons. 


@ Milk Plant Monthly 


Youll Struke 
Pay Dirt--- 


When your Sales message appears in MILK 
PLANT MONTHLY you are using the most 
potent media for reaching “Pay Dirt” in 
the richest Industrial Gold Field yet dis- 
covered. 
data pertaining to your product or service. 


Write today for detailed market 


ABC Audited Since 1929 


327 SOUTH LA SALLE STREET, CHICAGO 4 


A great many additional points could 
be cited, but the above should prove suf- 
ficient to show why it is utterly impos- 
sible to get any agreement between these 
two systems. 

In addition to solving the problems, 
mentioned above, which exist with both 
Hooper and Pulse, the Nielsen Radio In- 
dex system does one very important thing 
which is impracticable with either the 
Hooper or the Pulse methods and which, 
in my opinion, is the major key to th 


ning the percentage is only 37%. 

Failure to measure the “outside audi- 
ence” not only short-changes substantially 
all radio stations, but it creates serious 
inequities among various competing sta- 
tions. 

Now if you want to find out which of 
the two systems, Hooper or Pulse, comes 
closer to giving a true measurement of 
the total audience reached by each station 
(in the entire area served by that station), 
there is only one practical way to do it: 


e each station’s audience in its 


whole question of station t 
I refer to the question of the area that 
is measured, Hooper sticks to the city and 
suburbs. Pulse may use several counties 
surrounding the city. 

But neither of these systems takes inte 
account more than a small percentage of 
the total area reached by the typical ra- 
dio station. As a consequence, radio has 
for years short-changed itself—and now 
that television is breathing hotly down 
radio’s neck, I can’t imagine how radio 
stations can be reconciled to the use of 
any research system that neglects a sub- 
stantial percentage of their audience. 


@ To suggest what a large percentage 
of the audience is missed by any system 
which stays in or close to the central 
city, I will tell you that recent Nielsen 
measurements made for a San Francisco 
station (not a 50,000-watt station) show 
that, during the daytime, only 26% of the 
station’s total home-minutes of listening 
occur within the fifty mile zone sur- 
rounding San Francisco, while for eve- 


entire area, with the Nielsen Radio Index 
system, and then compare the results with 
the figures provided, by Hooper and 
Pulse, for the San Francisco-Oakland 
urban area. 


ge I can tell you, in advance, that there 
will be no logical relationship whatever 
between the Nielsen Radio Index on one 
hand and the Pulse or Hooper figures on 
the other hand. This is not only because 
of certain inaccuracies in the Hooper 
and Pulse systems but also because sta- 
tions and programs vary widely in their 
popularity as between the central urban 
area and the entire area served by the 
station. If you could see such compari- 
sons, you would be utterly amazed. 

A comparison of the type just described 
could be made for the entire area covered 
by the San Francisco-Oakland stations, 
but it happens that we do not have 
enough Audimeters installed in that area 
for this particular purpose, and consider- 
able time and expense would be in- 


27 
volved in making such installations. 


g It is therefore my recommendation 
that, if you want to pursue this matter 
further (and you seem determined to do 
so) you rest your case on a comparison, 
of the type I have suggested, which can 
be made in some other city where we 
are already compiling station audience 
reports for the entire area served by all 
the stations. The most accurate measure- 
ments of this type could be supplied by 
us with respect to the New York or Chi- 
cago areas. We are already making the 
measurements and will be happy to sup- 
ply our figures for use in a test of the 
type you have in mind, and do it without 
charge. 

Of course, it would be necessary to have 
the Hooper and Pulse work done during 
the particular weeks measured by Nielsen 
Radio Index service. Actually, we meas- 
ure four weeks every month, but since 
we ordinarily tabulate only two of these 
weeks, extra expense can be avoided if 
we can stick to these weeks. 

Perhaps I should sound a warning re- 
garding the consequences of your project. 
If you carry out your idea, in accordance 
with the suggestions made herein, you 
will inevitably blow the entire station rat- 
ing business higher than a kite! 


Milauskas Joins Agency 

Frank J. Milauskas has joined 
Meissner & Culver, Boston, as art 
director. 


And these calendar cards, of VINYLITE 
Brand Plastic Rigid Sheets, have |-o-n-g 


memories for names... 


They take perfectly registered, multi- 
colored printing that won’t fade or rub off. 
They’re flexible yet tough. They’re water- 
proof. They don’t curl. They resist soaps, 
perspiration, oils, greases...nearly all 
chemicals and most strong acids. 

An advertiser couldn’t choose a better 
material for his calendar cards if he’s really 
looking for his money’s worth. 

For this is the same VINYLITE Plastic 
Rigid Sheet that’s doing a mighty memo- 


sions but are moisture-proof, strong, light, 
durable, non-flammable. ..and perfect for 


back-lighting effects. 


finish. 


rable merchandising job in counter and 


window displays. Three-dimensional dis- 
plays, printed in full color— 
—that not only hold their shape and dimen- 


then formed 


BRAND 


VINYLITE Plastic Rigid Sheets are avail- 
able in all colors, transparent, translucent, 
or Opaque, with glossy-smooth or matte 


Remember particularly that they’re 
readily formed to close tolerances. They’re 
dimensionally stable. And they accept 
practically any kind of printing. For more 
information, simply write Dept. IB-67. 


Calendar Cards Courtesy The Emeloid Co., Inc., 
1239 Central Avenue, Hillside 5, N. J. 


inylite ~ 


PLASTICS 


‘BAKELITE 
i ion 


BAKELITE DIVISION, Union Carbide and Carbon Corporation, 30 East 42nd Street, New York 17, New York 
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three times 


“FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers— 
4” in ADVERTISING AGE, 5” in the other. Result: 
j ADVERTISING AGE produced 32 sales against 18 
produced by the other paper. 

In recapitulation, the advertiser reported: 
for about half the cost, ADVERTISING AGE pro- 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s “Advertising Market Place” 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!’ 


“Thus, 


No. 3690. Marketing Map of Chain 

Drug Field. 

Sales figures and the location 
and number of chain drug stores 
in over 200 principal cities are 
shown in this new “Marketing 
Map of the Chain Drug Field.” It 
is offered by Chain Store Age. 


No. 3691. Pacific Coast Poster Cov- 
erage. 

A new booklet, “1951 Pacific 
Coast Poster Coverage, Rates and 
Allotments,” is offered by Foster 
& Kleiser Co., San Francisco. 
Data on markets, highways, and 
1951 allotments and rates are 
provided for 26 California, two 
Oregon, six Washington and two 
Arizona cities. 


No. 3692. Television in Utah-Salt 

Lake City Market Studied. 

KSL-TV, Salt Lake City, offers 
this new brochure on television 
coverage of the Utah-Salt Lake 
City market. Buying income, busi- 
ness trends, population and sales 
figures on food, general merchan- 
dise, drugs, home furnishings and 
radio are also shown. 


No. 3695. Milwaukee Retail Ad- 

vertising Patterns Studied. 

Patterns of seasonal sales trends 
and their close association with 
the total of all advertising for par- 
ticular sales items are demon- 
strated in this study, “Milwaukee 
Retail Advertising Patterns.” 
Newspaper advertising of each 
Milwaukee retail store for 146 
products is analyzed. The study is 
offered by Marquette University, 
Milwaukee. 


No. 3696. Analysis of Michigan Re- 
tail Trade. 

Retail trade for 1948 in the De- 
troit area, Michigan counties, and 
Michigan cities of 2,500 popula- 
tion and over are compared with 
1938 figures in this study offered 
by The Detroit Free Press. Title 
is “Retail Trade in Detroit Area 


Note: Inquiries for the items listed above will not be serviced beyond Sept. 11. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


—please print or type) 


Information for Advertisers 


and Michigan.” 


No. 3697. Study of Farm Mechan- 
ization. 

The increased ownership of au- 
tomobiles, tractors and _ trucks 
among subscribing farm families 
is shown in this new study on 
“Farm Méechanization” by Suc- 
cessful Farming. Types of mech- 
anization, purchasing habits, and 
repair services are also studied. 


No. 3698. Consumer Analysis of 

Illinois Market. 

“Tllinois Consumer Analysis” is 
a 7-volume brand preference study 
conducted in 37 daily newspaper 
cities in Illinois outside of Chi- 
cago. It is offered by Illinois Daily 
Newspaper Markets Inc., Spring- 
field. 


No. 3699. 15-State Eastern Mar- 
ket Studied. 

The marketing importance of 
the 15 states within a 500-mile 
radius of New York City is told 
in this booklet, “How to Get Your 
Share of the American Market.” 
It is offered by The New York 
Times. 


No. 3700. Canadian Drug Market 
Analyzed. 

A directory of Canadian whole- 
sale druggists, drug chains, de- 
partment stores with drug depart- 
ments, and drug associations is 
provided in this booklet, “Drug 
Merchandising.” Statistics on sales 
figures, outlets and population are 
also included. The booklet is of- 
fered by Drug Merchandising, To- 
ronto. 


No. 3701. Analysis of Southern Cal- 
ifornia Market. 

Southern California’s importance 
as a year ’round market; tourist 
automotive, food and drug spend- 
ing, and population data are in- 
cluded in this brochure, “Business 
As Usual.” It is offered by KNX, 


Los Angeles. 


REPRESENTATIVES WANTED 


FRIED | coscestacssepentasecemnces 
Farm Implements........ Michigan 
GEORGE WILLIAMS—PERSONNEL 
209 S. State St. Harrison 7-2063 Chicago 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
**AND** 


Writers, rane. Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
14 4 E. Ja Jackson Blvd. Chicago 4, tll. 
~ Mail Order Copywriter 

National Magazine, located in middlewest, 
interested in seasoned promotion man ex- 
perienced in successfully selling subscrip- 
tions direct by mail. Replies kept strict- 
ly confidential. Salary open. Please give 
full 7 first letter. 

Box 326 'VERTISING AGE 

200 E. iol St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 


Trade Magazine In Building ao wants 
SALES REPRESENTATIV: 
For Chicage and Vieinity 
If you are successfully handling several 
papers and this is non-competitive write 
Box 3274, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
~~ REPRESENTATIVES AVAILABLE 
PUBLISHERS’ REPRESENTATIVE—De- 
sires to represent limited number of est. 
publications in Philadelphia area. 
Box 3275, ADVERTISING ne J 
11 E. 47th St., New York 17, N. 


BUSINESS Se 


BE YOUR OWN BOSS 

Jobbing business for sale at once. Spe- 
cialty Advertising, premiums, Co-opera- 
tive Deals. Office in Jersey and Texas 
with a Sales force in states between. 
Large following. Prospects roy 
Unlimited earnings. Price =. Terms. 
Should more than earn the first 
oon 


PERSONNEL x 3265, ADVERTISING AGE 
All types of positions for men and women 
185 Ne Wa Fr-2 0115 Chicag 11 ca 47th ‘st. New York 17, N. Y. 
Experienced Aeeney personnel MISCELLANEOUS 


Adv g Executives 
Publicity and Edit. Writers 
Space Salesmen........Artists 

Ask for ELINOR KENT 

TRIANGLE EMPLOYMENT AGENCY 
202 S. State St. Rm. 412 Har 17-6520 


POSITIONS WANTED 


Copy boy, large New York daily, desires 
more constructive editorial work any- 
where in U. S.; college graduate (cum 
laude); excellent writing ability. 

Box 3256, AD TISING AGE 
11 E. 47th St., New York 17, N. Y. 


ACCT. EXECUTIVE—AD MANAGER 


Now have a top job in a good agency but 
opportunity limi 


Experienced, efficient, enthusiastic—like 
work and responsibility. Excellent back- 
ground includes fourteen years agency 
and newspaper, including managerships 
and own agency operation. Not a special- 
ist. Experience covers consumer and 
industrial programs. Capable on contact, 


plans, new business, and merchan- 
dising. 


College graduate, 36, married, two chil- 
dren. Between $10,000-$15,000. 
Box 3257, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 
CORRESPONDENT available for full or 
part time in Chicago area. News, feature 
articles, photography. 

Box ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Artist-designer with agency, studio, and 
printing house experience in N. Y.C., 
Cana and West desires place in San 
Francisco bay area. Smart, modern vis- 
uals and finished art, thorough knowledge 
of typography & production. Will submit 
resume, references, and portfolio. Age 29. 

Box 3273, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Get the jeb done for less. 
o copy, editorial, or publicity job 
San Francisco wan by young 
woman, 29, with 11 years experience in 
nat’l & int’l agencies, accts. of all types, 
silk stockings to Caterpillar Tractors. Now 
a.e. in western agency. Can produce ideas 
prolifically, write hard-selling mail or- 
der copy, industrial how-to, or light and 
lovely fashion froth. Strong on merchan- 
dising and campaign ideas. Energetic, like 
to work. Will accept 6-thousand to do the 
same job you’d pay a man ten to do! 
Will send complete resume of oemene. 
names of accts, samples. Unmarried. 
Box 3276, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SKILLED COPYWRITER 

seeks sound future with wide-awake, fast 
growing agency. Ability to write idea- 
sparked copy proved by 6 years’ exper- 
ience in all media, including TV. Ver- 
satile—foods, apparel, hard lines. Knows 
merchandising, can as” clients in- 
telligently. Family man, 34, ex-GI. $6500. 

Box 3278, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


COPYWRITER—CONTACT 
for Nat'l Mfgr 
wants job with an Agency 
Offers solid experience in direct mail, 
trade and consumer advertising—plus 
dealer merchandising and promotion. Also 
experienced in contact and sales work. 
Now ready and eager to step into the big 
league of advertising agency work. Vet. 
Married. Moderate sal. req. Welcomes op- 
portunity to show samp. 
Box 3279, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
TV Writer—Producer, Director. Now ac- 
cepting Free Lance assignments. What’s 
your F nye 


3280, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
Broad Exp. in Both Publicity & Editorial 
fields, incl. 2% yrs. as editor of trade 
mag. Coll. educ., young, vet. Facile writer 
running publ. dept. for large thea. agcy. 
Box 3281, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
COPY AND/OR SALES PROMOTION 
Desire Chicago job with opportunity. 
Prom., planning, copy, layout exp., mail 
order. Retail sales exp. Top-ranking adv adv. 
grad. from ace “J” school, Jan °49. 24, 
ae -working, ambitious, good personal- 
y 
Box 3282, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


NAME TITLE 
COMPANY 

ADDRESS 

CITY & ZONE STATE 


ADMINISTRATOR 


General Manager 


with A ee em record offers 


FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrew 1504 Dodge, Omaha, Nebr. 


OFFSET CUTOUTS. Most complete serv- 
ice in U. S. Just published—Offset Scrap- 
book #7. 950 reproduction proofs of pro- 
motional headings, catch words and art 
panels, only $3.00 postpaid. Literature 
free. A. ARCHBOLD, Publisher, —s 
S. Lake St., Los Angeles 6, C: 


OPPORTUNITY FOR A CERTAIN 
PUBLISHING ORGANIZATION 


National mon ~y Ay publication ‘wt 
tablished in th for more than 
decade has $100,000. gross advertisin 

ume in important facia — which co 
doubled resulting in highly spogateve 
in- 


i were 
WR duties to an extent aaich would 
him to devote twice his present 
instead of 40%) to selling this 
field’s principal and 
one third of whoa are present users. 
ae has wide oy leads 
field and i and is 
swine ‘advertising gains. 
party would be estab- 
uld assume 
early ponsibilit for the 
paper's Caltorial, controlled circulati 


and 
statistical work; personnel and “Gnancial 
matters, etc. 


Full or partial ic" publishing oreaniua be dis- 
| with suitable publi “hee, 

Box 17666, st aoe ge, 
hoy St., New York 17, 


Simms to Devote Full Time 
to ‘Jobs in California’ 


William H. Simms has resigned, 
effective Aug. 1, as northern ad- 
vertising manager of Fortnight in 
order to devote full time to his 
duties as advertising manager of 
Jobs in California, a new monthly 
employment publication, with of- 
fices in the Monadnock Bldg., San 
Francisco. Jobs in California has 
appointed Kimball, Menne Co. as 
southern California representative 
and Norris H. Evans Co. as east- 
ern representative. 


Rhodes Buys Station KIBE 


J. B. Rhodes, secretary-manager 
of Associated Grocers Cooperative, 
a wholesale grocery organization 
in Seattle, has purchased KIBE, a 
250 watt station in Palo Alto, Cal., 
for $45,000. Purchase is subject to 
approval of the Federal Communi- 
cations Commission. The station 
formerly was owned by Millard 
R. Kibbe and Donald K. Deming. 
Mr. Rhodes’ son, J. B. Rhodes Jr., 
of Palo Alto, will operate the sta- 
tion. 


Chambers to Lincoln-Mercury 


Robert W. Chambers, former- 
ly director of research for Motion 
Picture Assn. of America, has been 
appointed manager of marketing 
research for Lincoln-Mercury di- 
vision of Ford Motor Co., Detroit. 
He will be in charge of a new 
major statistical and economic re- 
search program. 


INS Transfers Palmer 


Alan Palmer has been appoint- 
ed Denver bureau manager of In- 
ternational News Service, effective 
Aug. 1. He formerly has been man- 
ager of the INS Salt Lake City 
bureau. 


covce™ | Larrabee Joins KMBC, KFRM 


Rogers Anson Larrabee has been 
added to the sales staff of KMBC, 
Kansas City, and KFRM, Concor- 
dia, Kan. 
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Sun Oil Boosts 
Fall Ad Budget 
for Blue Sunoco 


PHILADELPHIA, July 26—The in. 
tensive campaign for Sun Oil Coy 
new high test Blue Sunoco gag 
oline, which broke last April 7 
was so effective that 50% of the 
people surveyed along the Kam 
Coast knew that the company hag 
introduced a new gasoline. 

The survey was made by Su 
Oil’s agency, Hewitt, Ogilvy, Ben. 
son & Mather Inc., New York, in 
an effort to test the effectiveness 
of the largest single advertising 
campaign ever run by the com. 
pany. 

Sun’s closest competitor, a com. 
pany which had introduced a new 
gasoline even before Sunoco, reg- 
istered only 8% and others scaled 
down to 1% familiarity with a new 
gasoline. 


a This 50% familiarity was all 
the more remarkable in view of 
the fact that the Sun Oil campaign 
had lost all the element of surprise 
when Sunoco tanks began filling 
up with the new leaded gasoline in 
advance of the deadline and notice 
that the gasoline contained lead 
had to be posted on the pumps. 

A company spokesman told 
ADVERTISING AGE that the company 
enjoyed a considerable increase ip 
gasoline sales directly as a result 
of the advertising campaign. 

As a result of these findings and 
based on previous plans, Sun Oil 
has increased its advertising al- 
locations for the fall. Additional 
funds will be allotted to Skywrit- 
ing Corp. of America, which has 
been Skytyping Sunoco messages 
from Ohio to the Atlantic since 
the current campaign began, and 
to the telecasts of National Foot- 
ball League games each week. 

Impressed with the results of 
the patented Skytyping, in which 
seven planes spell out a Sunoco 
message in about two minutes, Sun 
Oil Co. has contracted the Sky- 
writing Corp. on an exclusive basis 
for the remainder of the year. A 
tentative schedule, kept flexible 
because of unpredictable weather 
conditions, has been set up for in- 
tensive coverage throughout the 
eastern seaboard. 


s Sun Oil is sponsoring the tele- 
casts of one professional football 
game each week for 14 weeks, and 
each Friday, 8:30-9 p.m. on the 
ABC-TV network (with the ex- 
ception of New York and locations 
where professional football is not 
played) the company will sponsor 
“Highlights of Professional Foot- 
ball Games” during the season. 
In New York, the company has 
contracted for the sponsorship of 
“Giants Quarterback Huddle” on 
WJZ-TV on the same evening. 

An additional feature of the live 
telecasts will be “Pro Flashbacks,” 
a brief half-time film review of 
the game the two teams then on 
field played in 1949. This feature 
is designed to give every half 
time period every week a uniform 
treatment. 

Also, Sun Oil will continue its 
sponsorship of “Three Star Ex 
tra” five nights a week on NBC, 
6:45-7 p.m., and will continue its 
24-sheet poster campaign. 

Although newspaper space fot 
the fall has not been contracted 
for as yet, the company is contem- 
plating increased allocations fot 
this purpose in order to continue 
the intensity of its initial drive. 


Gets Mortuary Account 

Hal Niemann Associates, Del 
ver, has been named to handle the 
advertising of Boulevard Mort 
ary, Denver. 
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Silver Dollar Group Tells Plan To 
| 
Advice to Graduates Start ‘Everywoman’s 
Pa oll Pa S Off Who Want to Be Admen New York, July 26—Every- 
y I Y Good advertising is an art woman’s, a new monthly maga- 
You cannot buy it in the mart zine which will be distributed by 
for Seabrook Like shaving-cream or dentifrice American and Canadian super- 
Ars longa vita brevis. market chains, is being readied for 
Tt has ¢ a t - a January debut, according to 
ag to come Ceep trom your s0 Paul Hunter, publisher. 
e im Community Relations But never from the wassail-bowl. Priced at Se a copy, Every- 
Co¥ Drive Gets Boost — is — ae — abhor) ; woman’s will start with a circula- 
; ptimum obsonium labor. tion guarantee of 1,000,000, Mr. 
itt from Local Merchants Like a coalheaver you must toil Hunter said. Ad rates are to be an- 
f the BrivceTon, N. J., July 26—Sea- Burn at both ends the midnight oil nounced later. ; 
East brook Farms, the world’s largest And never watch the clepsydra: The magazine will be published 
y had commercial farming enterprise, re- Difficilia qua pulchra. by Everywoman s Inc., a new cor- 
cently realized that in its rush of ' poration whose directors include 
> Sun expansion it had overlooked an In case you lack the strength of will, Mr. Hunter, president and pub- 
Ben- important thing—community re- Yet being not an imbecile lisher; Joseph Seitz, president of 
rie, ing OMT es : oe Me ag wns my 4 J You bag the daughter of your Boss Colonial Stores Inc., Atlanta; Ar- 
reness pred oll eater enrtens fer store dip From heavy concentration on Quae supra nos, nihil ad nos. thur Rosenberg, vice-president of 
tising J ‘ building up a truck farming bus- Srowey Gsanspack Food Fair, Philadelphia; Harley 
com- fs iness in 1912, to canning in 1922, Radio Electronics — McNamara, president, National 
Burgermeister Finds | ana to its present position as one Branch Office, Chicago Tea Co., Chicago, and Raymond 
com- of the nation’s largest frozen foods ' F Fisher, Cuneo Press. 
a new Its Colored Cartons producers, neighborly friendliness Everywoman’s is to be sold by 
Be. in Displ S ee See An even weightier impression| To help disseminate the story of SS Ce oo ee 
pa Seabrook, i : sive franchise basis. 
— Gain sp ay ce deep cemseesen on tate eae was made upon the community be-| the operation, Seabrook adopted 
San Francisco, July 25—San| gents on nearby independent| cause Seabrook convinced its un-|the novel procedure of making Names Elliott PR Director 
Francisco Brewing Corp., brewer | rarmers and on franchise farm-|i92S—Joint Brotherhood of Team-|2% minute television newsreels Douglas H. Elliott. f 1 
= a of Burgermeister beer, has brought] ers evolved the “Cavalcade of| Sters, Local 676, and Meat & Can-| and sent them to 10 television sta- pm -t blic Bm dl ean 
ew of | Mt 2 new advertising case that| Cartwheels.” Briefly, it involved|®¢Ty Workers, Local 56—that tions. . | of Taeiasenian Mutual Casualty 
paign § Presents a new tack in beer sales.| paying off all of its 3,200 employes| Workers should delay paying bills _Company spokesman are satis-| Co has been named director of 
rpriss Called the “glamour-pack,” it is| in silver dollars instead of green-| Util they were supplied with sil-| fied with the success of the drive] pnyblic relations for Franklin In- 
filling 4 * 2°* for 12 one-way no-deposit,| hacks. The plan was designed to| Ver dollars. from a public relations, publicity] stitute, Philadelphia. Ruth Rolf, 
‘ine % F no-return bottles. Printed in color, impress upon the community that and community relations stand-| formerly public relations assist- 
notial the box shows full-size amber bot-| Seabrook’s growth had had an in-| ® The Bridgeton Merchants Asso- point. ant to the executive vice-presi- 
| ead § “es of Burgermeister against a) fluence upon the economic life and | ¢!@tion happily reported a business poe been appointed assist 
o sky-blue background. Bottle la-| the growth of the Bridgeton com-| imcrease, greater than any weeks| Approves New Format a 
} bels are silver, red, blue and yel- munity and a large part of Cum- in recent years. More than that,| for ABC Statements 
npeny |: beriand County. Philadelphia department stores en-| ‘The directors of the Audit Bu-| Bates Agency Adds Skolnik 
oa The idea is to stack the cases joyed some of the business, as did reau of Circulations has approved i. Ted Baie S Co. Sow Se 
, ina prominent place in the store,| » This operation was preceded by | Seashore resorts. Some even trav-| the new format for the publisher’s} has appointe olnik, 
result thereby having them on hand for| 3 community open house on June|eled to Reading, Pa. 100 miles| statements of ABC business pa- emery Se OSS, eee 
: sale to a customer as well as mak-| 14 About 1,000 persons toured the | 2WaY, to attend a trapshooting con- pa. The new “~~ — om | ie pe| ee ee 
be ing an attractive advertising dis-| plants in spite of a pouring rain,| test, surprised a large crowd by layout ‘will retain the present den . 
ea play. Officials say the “glamour-| Impressed, Seabrook executives — — their entry fee| 1117", Folded once, it becomes a : 
‘tional § BACK” bas been a success where} decided upon the silver dollar idea, | With silver dollars. ; four-page, letter-gize folder with} mv. ime Bayw: 
- tested. which they said facetiously “would| This community relations cam-| each page numbered. Before yom aw Off ot yous ween! ae 
Agi The new box is in reality a four-| carry weight.” It did in a number| Paign was attributed in part to Page one will cover the name of Anat ye 
sided stock display without the| of ways. the fact that local fathers blamed} the paper, address, frequency of 
$$28%F usual blank side on the back. One| Consequently, pay for the week| Pollution of a local lake to the| issue. Pages two and three will car- 8IGCEST RAD/O 
a side of the case carries the mes-| of June 29 was distributed in cot-| company’s wash water. This prob- | TY a rg Ra and the geo- 1M THE U.S. TOOAY! 
"vodl sage, “Burgermeister...a truly|ton bags carrying the Seabrook|lem was turned into a_ political a4 ooieee — aie ae — = 1-MINUTE SPOTS ON 
ok fine pale beer.” name. When Seabrook employes| football, and some politicos began| iyms, duration of subscription 
Its. of went into town to shop, they|a behind-the-scenes whispering] arrears, renewals, etc. Stanley R. 50 000 WATTS 
., . @The new display came about] plunked the heavy bags on the| campaign about Seabrook. Last} Clague, Modern Hospital Publish- 9 
which Pp y bag : : , p 
when Henry E. Picard, general| counters with big smiles. Cash| April Seabrook Farms solved this} ing Co., Chicago, was chairman of| Ay], (0) 20, [4 M0U04-\, hy 
— manager of San Francisco Brew-| registers were jammed because of| Problem conclusively by complet-| the committee which submitted the ONLY 00/260 
“ — ing Corp., tackled the problem of| the size of the cartwheels. Movie| ing a 9,000-foot canal to catch| new form. —_—_ $1399") 
> ¥ | getting a little display space in each| cashiers were driven nearly insane| drainage and carry it through its ics 
. “ store, With the cooperation of Pa-| because their change machines| irrigation system. To Issue New Monthly Avaitette Bight Moe 
exible | “li Coast Foil Co., Owens-Illinois | couldn’t handle the big coins. Bank Industrial Laboratories, Chicago, | MAIR ir ate 
— © } Glass Co, maker of the Burger-| tellers stayed hours overtime. s When the company decided] 4 new monthly publication for the oa tleanehontie cit gastunti 
7 net § meister bottle, was able to laminate upon its cartwheel operation it had — Ry R — Bytes amen, 
a the bottle label to kraft liner paper| m Merchants in Bridgeton andj the problem of obtaining 250,000 pene Bi ‘will be | eine ye yy A 
. and then to a corrugated box. nearby communities were ready| silver dollars to meet a two-week| jor Frank D. Thompson, formerly 
In addition, one-way bottles are} the second week. Stores broke out} payroll. The Corn Exchange Na-| vice-president of Sutton Publish- ee —_— 
> tel receiving a strong promotional ef-| with large banners which pro-| tional Bank of Philadelphia was} ing Co., New York, is the publish- an oan 
: a fort by a 300-man team of store| claimed that washers, television| consulted. Then the Third District | er. Offices of the new publication oaphma en tpanne 
20 aa merchandisers put in the Cali-| sets, ranges and other appliances| Federal Reserve Bank entered the| are at 201 N. Wells St., Chicago. 
Ss, the fornia field by the Glass Container| and house furnishings could be| picture. Courtney Seabrook, vice- 
on Manufacturers Institute, Kraft} purchased with only a silver dollar| president, then went to Washing- 
or Foods Co., Armour and National| down. ton to make final arrangements 
* a Biscuit Co. Grocers combined canned goods} with the Treasury Department and 
is D The Burgermeister account is| and other food combinations which| the Mint. Two Brinks Express 
Preall handled by Hodges, Pierce & Co.,| could be purchased for the silver’ trucks lumbered into Seabrook 
coal San Francisco. coin. Farms with the heavy load. 
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PRECISION, PRODUCTION AND PURCHASING 


0, the factory workbenches of America today you will see a variety 
of instruments for exactingly precise measurement. Many of these instru- 
ments, a few years ago, were to be found only in laboratories devoted to 
advanced research. Now, as tools of production, they are setting constantly 
higher standards and finer tolerances on every product that industry buys, 
makes and sells. Here we have a striking demonstration of the increasingly 
decisive part played in our industrial life by men of science. 


| hold the personal conviction that it is these instruments and the 
men who design and use them—rather than any spontaneous demand for 
greater accuracy on the part of industry—which accounts for the increasing 
precision of U. S. production. The process goes like this: The instrument— 
an interferometer, let us say—is created in the first place to solve a funda- 
mental research problem. Someone with vision thinks it can be used in 
industry for more accurate, and convenient, checking of the flatness of 
metal surfaces. The development and design group and then the produc- 
tion engineers whip it into shape for economical manufacture. The sales 
engineers devise ways and means of selling it; i.e.: educating people how to 
use it to their advantage. 


| the instrument gets into industry, it makes possible higher 
standards wherever it is used. Its use is spread by the working of the com- 
petitive system. First one purchaser, then another, insists on delivery of 
materials or components up to the new high standard. Others follow for 
purposes of self-preservation. 


B. it standards to be set by spectrographic, microscopic, colorimetric 
or other means, scientists and engineers will bring about their adoption 
through the above process. Precision instruments and methods require 
scientifically trained men for their creation and use. Hence the increasing 
call on our technical schools for more and better training. It is the creative 
thinking of scientists in industry that lead to the development of instru- 
ments that set standards that make possible more accurate and cheaper 
production. 


Carl L. Bausch 


Carl L. Bausch is vice president in charge of 
engineering of the Bausch & Lomb Optical Co. 


This series of advertisements is published by the only U. S. magazine which covers all of the sciences SCIENTIFIC 


in the interest of a wider understanding of the role of science in industry. Reprints upon request: 


AMERICAN 24 West 40th Street, New York 18, N.Y. 
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NICE WORK—Anne Randolph Reid and Rosemarie Buzolitz, 
aspirants for the Miss Washington title in the contest co-sponsored 
by Station WWDC and the Washington Junior Chamber of 
Commerce, display their bathing suits for the judges. Left to 
right (standing) are James Milloy, M. Belmont Ver Standig, Ad- 
vertising, Washington; Clark Brant, Henry J. Kaufman & As- 
sociates, Washington; John T. McHugh, Joseph Katz Co., Balti- 


Pa 
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MODEL—This miniature model shows how Martin J. Weber Studio, New York, will set up 

its exhibit booth at the Sixth National Graphic Arts Exposition in Chicago Sept. 

11-23, to show the expected 50,000 exposition visitors how Weber produces pic- 
tures by photo-mechanical means for various types of printing use. 


EXPLAINS AD SCHEDULE—In the Sperti booth at the Atlantic City housewares 

i John Kruetzkamp (left), sales manager of Sperti Faraday Inc., shows the 

Dr 8 advertising lineup to Fred Wood, West Coast representative, and Don 

wmmond, New York branch manager. The company’s portable Super sun lamp 

ultraviolet and infra-red, and its professional combination model were 

at the show. Ruthrauff & Ryan, Cincinnati, handles the Sperti sun lamp 
advertisi 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


MOON MAN—John Malone (in space 
suit), a vice-president of Roy S. Dur- 
stine Inc., and Murray Koff, assistant ad 
manager, Seagram Distillers Corp., were 
among delegates of Seagram's Interna- 
tional Business Conference in Canada 
to see a preview of the movie ‘‘Destina- 
tion Moon.” 


more; and Henry Leibschutz, Advertising Inc., Washington. 
Seated: Mrs. Gordon Manchester, wife of an account executive 
at Lewis Edwin Ryan Inc., Washington; Herbert Sauber, Allied 
Florists Association of Washington; T. Hamlin Reese, Ruthrauff 
& Ryan, Baltimore; Ben Brodsky, Advertising Associates, Wash- 
ington; Alvin Epstein, Alvin Epstein Advertising, Washington; and 
Frank Boucher, K-B Theaters. 


SPOT TV CLINIC LUNCHEON—Donald W. Stewart, advertising 
division manager of the Texas Co. (fourth from left), was the 
guest of honor at a spot TV clinic luncheon at the Biltmore Hotel, 
New York, on July 18. Others present at the luncheon were, |. 
to r.: Norman Farrell, Weed & Co.; Ralph McKinnie, Paul H. Ray- 


OFF TO AUSTRALIA—Evelyn Del Barrio, standing, advertising director of Neiman- 

Marcus, Dallas, and Eddie Marcus, v. p. of the store, join four models in studying 

map of Australia. Mrs. Del Barrio and the models flew to Australia with the Nei- 

man-Marcus Collection of American Fashion. Shows are being given in Melbourne, 

Adelaide and Sydney from July 29 through Aug. 22. Australian business men and 

industrialists seek to dramatize potentialities of Australian-U. S. trade in anticipation 
of Australia’s eventual return to the dollar market. 


ED’S GANG—At the filming of “Smilin’ Ed’s Gang,” starring Ed McConnell, which 

starts Aug. 26 on the NBC-TV net, are Claire Callihan, TV production manager, 

Leo Burnett Co.; Robert Stoltz, advertising manager of Brown Shoe Co., the sponsor; 

Don Colvin, Burnett account executive; William Weddell, vice-president in charge 

of radio and TV at Burnett; and Wendell Williams, West Coast director of radio 
and TV for the Burnett agency. 


— Thank you... 
... America ! 


KEEP SENDING CARE PACKAGES ABROAD 


PROPHETIC?—Newest Advertising Council car card for CARE shows smiling Oriental 
girl receiving a package from the U. S. The card, originally scheduled for July 


hil 


display in 90,000 transit , will throughout August to maintain a 
steady flow of CARE packages overseas. Space was donated by transportation ad- 
vertising industry. 


mer Co.: Elliott Reed, Free & Peters Inc.; Mr. Stewart; T. F. Flan- 
agan, National Assn. of Radio Station Representatives; Keith 
Dare, Headley-Reed Co.; Don Campbell, Edward Petry & Co.; 
Robert D. C. Meeker, Robert Meeker Associates Inc.; Don Kear- 
ney, Katz Agency, and John E. Porterfield, Paul H. Raymer Co. 
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The ‘Times’ Had It First 

To the Editor: We are proud of 
the fact that the new RCA tele- 
vision line was featured first in 
a 16-page tabloid which appeared 
in the New York Times on Sun- 
day, July 16 (copy attached). You 
can imagine my surprise to see 
your front page picture and story 
which reads in part, “The first 
black and white ad in the cam- 
paign appears in Life, July 24, and 
is followed by a page in The Sat- 
urday Evening Post July 29.” 

I think the set illustrated on 
Page 6 in the attached section is 
the same as the one illustrated on 
Page 1 of ADVERTISING AGE. 

MonroE GREEN, 

Advertising Director, New 

York Times, New York. 

P. S. Incidentally, in the ten days 
from July 8 to 16, inclusive, the 
Times carried over 50,000 lines 
from this advertiser leading up 
to and featuring the new RCA 
television sets. 


The RCA ad to which Mr. Green 
refers was a color page. On Page 1 
of the July 10 issue AA reported 
that 39 newspapers (including the 
New York Times) would carry in- 
serts for RCA television sets in 
their July 16 issues. 


Ad Profession Needs 
an Arbiter, Adman Says 

To the Editor: Plaudits to the 
Creative Man’s Corner (July 17 
issue) for its scathing criticism of 
Colgate tooth paste’s unethical ad- 
vertising. I’ve just read the Read- 
er’s Digest article and am amazed 
to find the author stating that you 


This department is a reader’s forum. Letters are welcome. . = 


can use plain water as effectively 
as a dentifrice to stop decay—the 
only requirement being that you 
brush or rinse your teeth immedi- 
ately after every meal. 

Here is such an obvious attempt 
to defraud and trick the minds of 
readers that I wonder why self- 
respecting publications accept the 
copy; why the Four A’s doesn’t in- 
voke the ethics clause of their 
sacred codes of agency conduct; 


and why the ANA doesn’t lower |: 


the boom. 

So long as we have agencies and 
advertisers who will connive to 
prostitute the character and re- 
spect of advertising, then so long 
will it be increasingly difficult and 
expensive for ethical practitioners 
to overcome the public’s resent- 
ment, evidenced by doubt and re- 
sistance to all advertising claims. 

More and more, with the vicious 
attempts of certain advertisers to 
out-shout, out-claim, and out-lie 
their competitors, we need a 
“Judge Landis” to control the 
charlatans in this professional bus- 
iness of advertising. 

DisGusTEeD ADMAN. 


Agrees with Creative Man; 
Submits a ‘Good’ Ad 

To the Editor: Whether The 
Creative Man is pimply-faced, or 
what his relationship to the pub- 
lisher is I do not know, but this 
I do know—he has hit the nail 
squarely on the head in his very 
factual criticism of the Colgate ad. 
It seems to me that the profession 
is sadly in need of more such crit- 
icisms. I marvel that so many of 
our so-called top-notch writers can 


POSTAL RECEIPTS. 


RECORD BREAKERS! 


through the port. 


Keep Your Eyes on Charleston! 
REMEMBER WE TOLD YOU 
THIS TIME LAST YEAR 


ABOUT THE RECORD BREAKING CUSTOMS RECEIPTS OF 
THE PORT OF CHARLESTON, 


WELL, CHARLESTON HAS DONE IT AGAIN! THE 1949-50 
FISCAL YEAR TOTALS HAVE BROKEN THE PREVIOUS 


This item is reproduced from the 
NEWS AND COURIER of July 2, 1950 


CUSTOMS RECEIPTS DOUBLED 
FOR PORT IN YEAR 1949-50 


Customs revenves for the port of Charleston for 
1949-50 were double those of the previous year 
and set a new record for the port, William J. 
Storen, port collector of customs, said yesterday. 
The close of the fiscal year yesterday showed a 
total collection of $2,522,039.02 for the year. The 
1948-49 collections totaled $1,238,267.86. 
During the year Charleston became this coun- 
try's largest importer of long-staple cotton and 
large cargoes of sugar once again began moving 


This item is reproduced from the 
NEWS AND COURIER of July 4, 1950 


CHARLESTON POSTAL RECEIPTS 
SHOW BIG INCREASE 


Receipts at the Charieston post office for the year ended Friday 
show an increase of $56,243.96 over the previous year and 
$107,217.74 over the fiscal year 1947-48, Postmaster Edmund 
P. Grice, Jr., announced yesterday. 

The total lost year was $807,542.54, comesred with $751,298.58 
the previous year and $700, 324. 80 for 1947-48. 


Postal ipts are 
in @ community. 


AND THE STEADY GAIN IN 


d one ty oo business conditions 


THE CHARLESTON EVENING Post 


- The News and Courier © 


CHARLESTON, SOUTH CAROLINA 


REPRESENTED BY THE JOHN BUDD CO. 


produce so much drivel. 

In contrast I would like to sub- 
mit the attached ad that I ran 
across in the Photo Dealer. This 
ad is simple, forceful, truthful and, 


This line 


as printing. But for seventifically precise 
“straight” tS naedawacanian 


Precise grinding and polishing methods 
cshioved ts he Bonen » plant sssuces the begh: 


ENTECO INDUSTRIES, we. 


610 KOSCIUSKO STREET, BROOKLYN 21, NEW YORK 


femeater paw sow be PHOTO 


without doubt, attention getting. 
I am forced to admit that the 
heading does a better job than 
even a beautiful photograph. Do 
you agree? 
GEORGE P. WRIGHT, 
Shigeta-Wright, Photographic 
Mlustrations, Chicago. 


Stamps Tell Tax Story 

To the Editor: May I comment 
on your fine story on Page 31 
(AA, July 3) under the title, “Tax 
Teller Coins Will Be Distributed 
Via Gas Stations.” 

For the past 18 years, indus- 
try and industry groups such as 
the American Petroleum Institute 
have instituted plans to attack 
“brain trust taxes.” 

Records prove that in every in- 
stance such programs produce 
nothing and become non-existent. 

As I have already brought to 
the attention of the American Pe- 
troleum Institute, the American 


A LOT MORE 


consumer public cannot be moved 
about the excessive cost of taxes 
on any one particular subject or 
service alone, for these amounts 
of taxes are only a very small 
part of their total wages. 

In the Kreger Plan the total 
taxes paid on all products and all 
services creates a most necessary 
united front of all industry and 
industry groups, and because of 
this it is continuing to grow. The 
current issue of Steel, July 10, the 
July issue of Hardware World, 
plus others including many news- 
papers publicize the Kreger Plan 
and the needle stamps. It may be 
interesting to your readers, too. 

LARRY KREGER, 

L. F. Kreger Mfg. Co., Chi- 

cago. 

Mr. Kreger’s plan calls for the 
use (on letters, labels, etc.) of a 
series of stamps, each citing the 
cost of a product or service and the 
tax cost. Sheets of the stamps are 
available at prices varying with 
quantity. 


Many Are Tempted, Defender 
of Col. Springs Maintains 

To the Editor: Dale Nichols’ let- 
ter (AA, July 10) about “The 
Colonel and His Talents” is now 


pasted in the front of my copy 


of “Clothes Make the Man” by the 
aforesaid Col. Springs. Your edi- 
torial of May 8 also gets front 
billing in my book. They really 
spruce the book up. 

Unless a person has fought the 
Battle of Front St. it is difficult 
to say just what he would do in 
a showdown with an enormous 
stock of goods to be unloaded. If 
all the sensational ads that have 
been written and never published 
were laid end to end there would 
be no end to the string of sensa- 
tions. So don’t pour it on too thick 
on Col. Springs. The gentleman 
has a pretty inanimate article in 
a bedsheet and you’ve got to give 
it to him, he is determined to sell 
goods. The difference between the 
Colonel and his critics—the Colo- 
nel has the nerve to run the stuff 
he writes—and he had to write it 
himself. 

The boys who never were stuck 
with an overload of slow movers 
don’t know what it’s all about— 
don’t know the temptation to 
“write them wild” in a pinch. And 
tear them up, mostly. Maybe 
somebody will write a book on 
“Ads that never were published.” 
It would make great reading. May- 
be it would have to be shipped 
by express. 

Louis A. LEPPKE, 


Omaha, Neb. 
7 e . 
Irked by Gentleman Golfer 


To the Editor: Calling the Crea- 
tive Man!! 

“Its a tougher game, partner, 
if it’s played in the rough!” 

It’s a tougher game, pardner, if 
it’s played with a tight necktie 
around a sweating neck and heavy 
French-cuffed shirts with cuff- 
links. 

What was that the man said in 
his first lecture in ad copy at the 
state J-school? “Pictures should be 
proof-read for social errors and 
errors in setting.” 

You’ve got ’em dead on this one, 
Creative Man. There’s no opportu- 
nity for tough replies to this criti- 


It's a Tougher Game Partner. 
If It's Played iu the Rough! 
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cism. If the man in this pic is a 
golf pro, I take it back. But, it’s 
all I can do to shoot 18 holes under 
100, and I run around in a T-shirt 
and shorts; or would you call this 
boy a gentleman golfer? 

If that’s a nine or eight iron this 
amateur is using, Ben Hogan says 
to stand closer to the ball. Or, 
is this old Ben himself? 

WALTER R. ROBERTS, 

Sales Representative, WDYK, 

Cumberland, Md. 


AA Market Data Proves 
Long-Lived Sourcebook 

To the Editor: Your Market 
Data section of AA seems to be 
the basic research source accord- 
ing to our returns. Our returns 
show that the Market Data section 
of AA has a very long life and 
widespread use. 

In the Market Data section of | 
the May 29 AA you listed two, 


of the business helps we publish— | 


a Cost Per Drink and Bottle Mark- | 


up Chart and our Brand Index. 
Although these business helps are 


| 


Advertising Age, July 3},' 


published for our own readers in 
the wholesale and retail ligup 
field, they do contain informa 
that can help others to understg 
our business better. 

We have received over 30 i, 
quiries to date, many of which ap 
from research departments of ag. 
vertising agencies. 

Thanks to AA for helping othey 
to a better understanding of th 
liquor industry. 

JaMEs E. O’Brigy, 

Publisher & Editor, Illinoig 

Beverage Journal, Chicago, 


TOM FLEMING 


(Ohio) Times 
New car and truck sal 


way up in 
PORTSMOUTH, OHIO 


As a matter of fact, they an 
up 34%. Up to June 2, 195) 
a total of 1,256 new cars an 
trucks have been titled ® 
Scioto County. (Same perio 
last year, 937.) Portsmouth 
represents about 55% of th 
County. We now have over, 
21,444 cars, trucks, buses, 
trucks and trailers in Scio 
County. 


Retail sales 
very good also 


U.S. Department of Commere 
reports retail sales up 168% 
over 1939. That year we 
reached $22.5 million. In 194 
WE HIT $60.3 MILLION. 


Wholesale sales 

moving ahead, too 
The same source reported 
wholesale sales in 1939 as $11! 
million. In 1948, we reache 


$32.8 million—an increase d 
290%. 


No finer test 


market anywhere 


Review the above figures i 
you are planning a test or yol 
want more business in this fine 
market. We offer the Times 
with over 25,000 circulation, @ 
9¢ plus our daily contacts wit 
the people you want to sé 
My time is your time if yo 
want something done in Port 
mouth. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 


© PORTSMOUTH (OHIO) TIMES 
© SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


BRUSH: MOOKL, 
NEWSPAPERS 


©ANTON- On; ’ 
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Haydock Predicts 
Basic Changes in 
Business Papers 


New York, July 26—During the 
next few years there are likely to 
be a number of basic changes in 
business and technical papers, 
whether the war situation gets bet- 
ter or worse, 
John Haydock, 
newly appointed 
editor and assist- 
ant publisher of 
Metal-Working, a 
Sutton publica- 
tion, told AA to- 
day on the eve of | 
taking over his 
new duties. 

He believes 
there is a new 
trend toward 
greater conciseness in the presen- 
tation of news and technical in- 
formation, and he thinks that in 
order to achieve this conciseness 
new concepts of editorial and ad- 
vertising makeup are essential. 

“The old techniques are pass- 
ing,” he said, “and new ones are 
being evolved.” As an indication 
of this he points to the format of 
the so-called king-size paper, 
which several publishers, includ- 
ing Sutton, have adopted. 


John Haydock 


s “The day of the long, detailed 
story is over except in special 
cases,” he said. “Technical men 
have so many demands upon their 
time they simply haven’t the pa- 
tience or endurance to read long 
stories of the old type that have 
to be padded in order to furnish 
‘jumps’ so there will be text next 
to advertising in the back of the 
paper.” 

Haydock thinks business and 
technical paper editors should give 
their readers more and shorter 
stories and more illustrations to 
take care of the problem of text 
next to ads. 

“Above all,” he said, “technical 
men want clear, concise and ac- 
curate information. They want 
more blueprints, photographs and 
diagrams and fewer words. They 
= facts—editorially and in 
ads.” 


® Haydock should know. Since 
graduating from Cornell Univer- 
sity in mechanical engineering in 
1917 he has acquired a deep knowl- 
edge of the metalworking indus- 
try, both as an engineer and as an 
editor. He has been associated 
with the Niles-Bement-Pond Co., 
the Hudson Motor Co., and the Hy- 
att roller bearing division of Gen- 
eral Motors. Also he has been ex- 
ecutive editor of the American 
Machinist, and vice-president and 


editor of Design News. 

Asked about the probability of 
government allocation in the met- 
alworking industry, he conceded 
it is likely if military orders reach 
substantial volume. There is al- 
ready some voluntary allocation 
of metals on the part of mills, he 
said. 

“But today,” he added, “both 
plant capacity and productivity 
in the metalworking industry are 
greater than they were at the time 
of Pearl Harbor.” 

On the machine tool situation, he 
pointed out that new orders in 
June reached the highest monthly 
total in five years. 

“The index of the National Ma- 
chine Tool Builders Association,” 
he said, “shows new orders for 
June stood at 126.2 compared with 
116.4 in May and 53.6 in June of 
1949. 


s “The rising trend in new orders 
reflects almost entirely replace- 
ment buying by machine tool cus- 
tomers. No government or defense 
buying has been involved in the 
industry’s new orders up to the 
end of June.” 

Concerning prices, Haydock said, 
“stiffening is to be expected be- 
cause of the uncertainties of the 
war situation. Precautionary buy- 
ing by industrial plants and others 
is likely to continue until the gov- 
ernment clarifies its position and 
its military requirements.” 

There are substantial backlogs 
of orders in all branches of the 
metalworking industry, Haydock 
said. With stepped-up demands he 
considers it likely that most mills 
and fabricators will increase their 
production schedules as much as 
possible, which means they will 
have to put on more men. 


Bissell Joins Geyer, Newell 

H. Woodruff Bissell, formerly 
sales promotion director of Hand- 
macher-Vogel, manufacturer of 
women’s suits, has been named 
vice-president in charge of the 
fashion department of Geyer, 
Newell & Ganger, New York. Shir- 
ley W. Estey, who has headed the 
fashion department, has been ap- 
pointed fashion director. Accord- 
ing to the agency, Mr. Bissell’s ap- 
pointment was made to expand the 
services of the department. 


Brady Appoints John Conde 

John P. Conde, formerly adver- 
tising manager of Askania Regu- 
lator Co., Chicago, has been ap- 
pointed advertising and sales pro- 
motion manager of the Brady- 
Milwaukee division of W. H. Brady 
Co., Chippewa Falls, Wis., manu- 
facturer of Quik-Label wire, pipe 
and conduit markers and die cut 
masks. He will make his head- 
quarters in Milwaukee. 


Headley Promotes Higgins 

Cameron A. Higgins, a research- 
er at Headley-Reed Co., radio-vi- 
deo station representative, New 
York, since November, has been 
named assistant director of re- 
search and promotion. 
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The Eye and Ear Department 


before the microphone. 


Oil. 


Bob Elson on the “Twentieth Century” program, heard over 
MBS Monday, Wednesday and Friday, has become, by this time, 
more or less of an institution. A regular listener wonders how El- 
son continues to find so many celebrities to interview. 

While made in Chicago’s LaSalle Street Station, the program 
is recorded, and an interview recorded today or tomorrow may 
not be aired for two weeks. There are usually about three inter- 
views per program and the familiar sounds of a busy railroad 
terminal are always in the background. 

A regular listener might wonder not only at the apparently in- 
exhaustible supply of celebrities that this country of ours offers, 
but at Elson’s amazing knowledge of their past achievements and 
future plans. A capable assistant, who snags the celebrities in the 
first place and pumps them for what they might like to talk 
about, is responsible for this. Elson is handed a list of questions 
to ask on subjects to mention before the interviewee is hauled 


The program is cut and dried, insofar as neither interviewer 
nor interviewee engage in any verbal flutterings or mock surprises 
over what takes place. It sounds like an interview conducted just 
before train-time—as it should. And in this respect it’s consider- 
ably more authentic than interviews exploding with personal 
plugs for new pictures, forthcoming books and what not. 

Male interviewees are given a tube of Krank’s Shave-Kreem 
and female interviewees a bottle of Mar-O-Oil shampoo. Elson 
plugs each product as he passes it over to the person interviewed. 

In this respect, the name “Mar-O-Oil” really needs spelling. 
Sometimes it sounds like Mare Oil and sometimes like Marrow 


Milwaukee Retail 
Linage Analyzed in 
Marquette U. Study 


MILWAUKEE, July 26—An analy- 
sis of Milwaukee department store 
advertising is presented in a new 
150-page study called “Milwaukee 
Retail Advertising Patterns,” pre- 
pared by Marquette University 
Bureau of Business Research un- 
der the direction of Prof. Michael 
Daly of the Marquette College of 
Business Administration. 

The material for the report was 
made available by the Milwaukee 
Sentinel and George Neustadt Inc., 
New York organization which 
measures ads in nine major cities 
and determines the price levels at 
which stores are seeking business 
and at which customers are buy- 
ing. 


a A series of graphs, drawn on a 
percentage basis, show (1) the en- 
tire retail advertising linage placed 
by stores in the Milwaukee Journal 
and the Sentinel during the first 
six months of 1949; (2) all retail 
advertising linage placed by all 
Milwaukee stores in all local 
newspapers during the period Jan- 
uary-June, 1949, divided into six 
price groupings; and (3) all retail 
linage placed by all stores in all 
newspapers and in all price cate- 
gories by months. 

The report demonstrates the ex- 
istence of seasonal sales trends 
and their relationship to the total 
advertising for particular items, 


| 


and can be used to show, item by 
item, in what volume the customer 
probably will buy; at what time he 
will buy what amount; what re- 
tailer has advertising dominance 
in the item at the particular time 
and price; and in what newspa- 
pers. 


Liberty Network Adds Three 

Liberty Broadcasting System 
has signed three new Cali- 
fornia affiliates: KSRO, Santa 
Rosa; KDON, Santa Cruz, and 
KVON, Napa. The network now 
has 26 California members. The 
new stations will be represented 
by Western Radio Sales, whose 
president, Benton Paschall, is West 
Coast manager of Liberty. 


Hayden to Sommers-Davis 
The professional products divi- 
sion of Hayden Chemical Corp., 
New York, has named Sommers- 
Davis Co., Philadelphia, to handle 
advertising for its penicillin and 
streptomycin products. The agency 
has been handling Hayden’s indus- 
trial advertising for several years. 


Don McCaig Joins Clark 

Don McCaig has joined Harold 
Walter Clark Inc., Denver, as ac- 
count executive in charge of radio. 
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Seagram to Appeal 
to High Court on 


Florida Fair Trade 


New YorK, July 26—A recent 
circuit court decision declaring 
Florida’s voluntary fair trade law 
unconstitutional will be appealed 
to the state supreme court by Sea- 
gram Distillers, it was announced 
here by the Bureau of Education 
on Fair Trade. 

The law was held invalid by cir- 
cuit court Judge Victor O. Wehle 
in a case brought by Seagram 
against Ben Green Inc., a St. Pet- 
ersburg retailer, for alleged viola- 
tion of a fair trade price contract. 
Two Florida counties were affect- 
ed by the ruling, with fair trade 
contracts still legal in the remain- 
der of the state. 

Pointing out that the U.S. Su- 
preme Court and the highest courts 
of 16 states have upheld fair trade, 
the “Fair Trade Newsletter” com- 
ments: 

“The Florida state supreme 
court is the only high court which 
has ever declared a state fair 
trade law to be unconstitutional. 
When it ruled against the state fair 
trade law in the spring of 1949, the 
state legislature passed a revised 
fair trade act to meet the court’s 
objections. It is this revised act 
that will be up for review.” 


Yambert Appoints DeLone 


Don E. DeLone has joined Ralph 
Yambert Organization, Los Angel- 
es advertising and public relations 
agency, as production manager. He 
was formerly account executive of 
Moreland, Amick & Black, Los An- 
geles, public relations organization. 


AMA Group Elects Wyman 


Mrs. Casilda V> A. Wyman, co- 
ordinator of research for Farm 
Journal and Pathfinder, has been 
elected president of the Philadel- 
phia chapter of American Market- 
ing Assn. She is the first woman 
to serve in this capacity. 
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LEADERS IN LITHOGRAPHY FOR MORE THAN A CENTURY 
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Promotes New Ice Cream 


Valleymaid Creameries, South- 
ern California division of Cream- 
eries of America, has started a 
summer radio campaign for Amer- 
ican Hostess, a new ice cream. 
Singing spots are being carried on 
five Los Angeles radio stations, 
backed by trade ads and dealer 
displays. Ralph Yambert Organ- 
ization, Los Angeles, handles the 
account. 


Ward Names Hubbell Agency 


Hubbell Advertising Agency, 
Cleveland, has been named to han- 
dle advertising of Ward Products 
Corp., Cleveland, subsidiary of 
Gabriel Co., and ‘manufacturer of 
aerials for television, automobiles, 
AM and FM radio and special 
communication systems. The agen- 
cy has directed the advertising for 
Gabriel for the past eight years. 


Charles Ross Agency Expands 

Charles Ross Advertising Agen- 
cy, Hollywood, has announced 
expansion of operations into the 
radio and television program pack- 
aging field. Now in preparation is 
a half-hour western program. 


. + THIS $7 BILLION 


Miracle 
Market 
IS FOR YOU.... 


. .. if you can use bigger volume... 
if you want bigger profits . . . if you 
want to cut sales costs . . . if competi- 
tion is edging you out of the picture 
. . « Hf you're looking for a sound, 
practical, proved way to move more 
merchandise, faster. . . 


Turn to Dynamic 
DIRECT SELLING 


Thousands of ambitious men and women 
are ready to take on your product or 
servicé on a straight commission basis. 
They'll advertise it, demonstrate it, and 
sell it direct to your customers. Without 
consumer advertising, without price- 
cuts, credit losses or inside discounts, 
they'll turn in a cash volume that can 
keep your plant working to capacity. 
You can reach these salespeople in 90 
days, thousands of them, and put them 
to work for you getting right-now 
results. 


Big Volume—fast! 


In months instead of years you can be 
doing business in every state and ter- 
ritory. Direct Selling has built giants 
in retailing—a $25,000,000.00 brush 
manufactufer, an $18,000,000.00 ho- 
siery company, a $12,000,000.00 
dress maker, a $35,000,000.00 cos- 
metics distributor . . . and hundreds of 
others. Last year direct salespeople 
sold more than seven BILLION dollars 
worth of goods and services . . . that's 
the miracle of Direct Selling. 


FREE BOOK 


GIVES ALL FACTS 


How to tap this vast selling force and 
get AT-ONCE results . . . how to present 
your product or service to them... 
how to perform this low-cost sales 
miracle . . . these and all other ques- 
tions answered in fascinating FREE 
Booklet prepared by OPPORTUNITY, 
the leading magazine in Direct Selling. 
Mail letter head for your copy. 


OPPORTUNITY 
MAGAZINE 


Dept. A-25, 28 E. Jackson Bivd. 
Chicago 4, Illinois 


Norway's Muri 
Airs Views on 
U.S. Agencies 


Says U. S. Advertising 
Is Like U. S. Women: 
Too Standardized 


New York, July 27—Jens Muri 
is creative head of Stavanger An- 
onse Byraa A/S, an agency in Sta- 
vanger, Norway. 

He is on his second postwar 
trip to the U. S., in the course 
of which he is straightening out 
some patents on an animated dis- 
play device, which he says will 
be used by Douglas Leigh and Ein- 
son-Freeman. 

And he finds American adver- 
tising quality very good, if not 
particularly fresh or realistic, and 
American agencies seem to him 
to be over-specialized and over- 
administered. 

The Norwegian adman, Mr. 
Muri says, must be all-around. 
When he acquires an account he 
must be able to handle displays, 
posters and advertising. Since the 
war he need not concern himself 
with radio; before the war, Norsk 
Rikskringkasting—the government 
radio—permitted the sale of spot 
announcements, but it doesn’t now. 
Nor is he apt to be troubled by 
television for some time; the rough 
terrain and the financial problems 
of extending coaxial cable to all 
the places which would require it 
have barred any immediate con- 
sideration of telecasting. 


s During his six-month visit here, 
Mr. Muri paid particular attention 
to American documentary film- 
making. He is much interested in 
television (despite the fact that 
Norway will be TV-less for some 
time) and thinks “television will 
revolutionize the whole advertis- 
ing business.” 

He has studied commercials, and 
watched them being made, and he 
is inclined to think that TV seems 
much like movies or vaudeville; 
it has not yet found its own spe- 
cial technique, which he thinks it 
deserves, and will eventually ac- 
quire. 

He respects American agencies, 
but is a little baffled by their em- 
phasis on specialization. In going 
through them, he repeatedly found 
that department heads could not 
answer his questions, brushing 
them aside with “that’s Blank’s 
department, talk to him about it.” 
“You can’t talk to one man,” he 
concludes, “you must see at least 
two.” 


# Having spent one day with an 
American whois a specialist in 
turning out small ads for dealer 
mat books, Muri reached a con- 
c_usion: American agencymen “try 
to make more of their job than it 
really requires...as if one must 
have done that particular job for 
years.” 

“But if you know the principle 
of how it is done,” he says, “any- 
one can do it.” 

Nor does American originality 
impress him. “Americans have a 
standard way of doing things, and 
cannot go outside the track,” he 
says. “Your photography is ex- 
cellent. But your advertising is 
much like American women—all 
standardized.” 

Nor does the American glamor- 
izing process make any impres- 
sion on him. Europeans try to 
make their art work realistic, orig- 
inal, simple and plain. “We leave 
it to the hen to lay eggs,” he ex- 
plains, “we don’t try to make the 
eggs better than the hen.” 


ms European admen, he reports, 
are great admirers of the Swiss, 
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MURI SATIRE—Jens Muri, Norwegian adman visiting in the U. S., was struck with 

these sample campaigns, and turned out the burlesques seen above. Mr. Muri 

admires American advertising, but is inclined to think U. S. agencies are over- 
specialized and over-administered. 


whose posters, he thinks, are the 
world’s best—cleanly designed and 
using good modern techniques. 

On the other hand, Norway’s 
printing—periodical printing, that 


‘is—is nowhere near the U. S stand- 


ard. Publications have small cir- 
culations, most advertising appears 
in black & white, or—at most—in 
two or three colors. Agencies are 
compensated as they are in Amer- 
ica, on a 15% basis, with local 
newspapers paying 18%. 

Chief among Norwegian adver- 
tisers are the cigaret companies. 
They may not use the fanciful and 
therapeutic themes common in the 
U.S., but because Norwegians are 
fond of American cigarets, many 
of the brands have American 
names—like Frisco and Hollywood. 
“American-blended” is a standard 
copy tagline. 

Proprietary advertising is rigid- 
ly supervised, with only the name 
of the medicine and the ill it is 
supposed to affect allowed to be 
listed. There is no liquor advertis- 
ing (liquor is heavily taxed and 
sold by the government); other 
leading advertisers are department 
stores, garment manufacturers and 
canners, 


‘Operator 25’ to Install 
New Answer System 


The distribution council of Na- 
tional Advertisers Inc., New York, 
will install a more individualized 
system of answering queries about 
dealer locations on its “Operator 
25” service with Western Union 
on Aug. 1. The council will launch 
a new system, based on a break- 
down of retailers similar to postal 
zone organization, in 105 cities on 
Sept. 1. 


ABC Appoints Merkle 


Joseph L. Merkle has joined the 
stations department of American 
Broadcasting Co., New York, as 
regional manager for TV. He for- 
merly was director of station re- 
lations of the DuMont Television 
Network. 


Tyson Agency Expands 

O. S. Tyson & Co., New York, 
has consolidated agency operations 
on the ninth floor of 230 Park Ave. 
to enlarge its office space. The of- 
fices formerly were divided be- 
tween the ninth and fifteenth 
floors. 


Dynamic Names Horne 


Dynamic Stores, New York, re- 
tailer of electronic equipment, has 
elected Sidney Horne, advertising 
director, as a vice-president. Mr. 
Horne will continue to direct ad- 
vertising for Dynamic in addition 
to new duties. 


Promotes Frederick Olsen 


Hixson & Jorgensen, Los An- 
geles, has appointed Frederick L. 
Olsen media director. He has been 
with the agency for the past two 
years in the traffic and outdoor 
departments. 


WFBR Names Surrick V. P. 
John E. Surrick, sales director 
of WFIL and WFIL-TV, Philadel- 
phia, has resigned to become vice- 
president and general manager of 
Station WFBR, Baltimore. 
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Four-Hour TV Show 
Gets High Ratings 


Los ANGELEs, July 25—Chevrolet 
Dealers of Southern California has 
reported that “Chevrolet Triple 
Feature Theater,” a film telecast 
launched four months ago over 
KECA-TV, Los Angeles, has pulled 
ratings from 10 to 20 points higher 
than competing half and full-hoyr 
shows during the four-hour dur- 
ation of the program. 

The latest Tele-Que survey 
places the series in fifth place 
among programs seen in Los An. 
geles, both network and local. The 
latest Videodex report gives 
“Triple Feature Theater” a high 
of 41.5 and an over-all rating of 
35. 

The commercials show cars with 
a master of ceremonies dressed in 
a costume to fit the picture. 

Campbell-Ewald is handling the 
show through its Los Angeles of- 
fice. 


Peerless Appoints Piedmont 


Piedmont Advertising Agency, 
Salisbury, N. C., has been named 
advertising counsel for Peerless 
Mattress Co., Lexington, N. C, 
Trade publications, newspapers 
and farm papers will be used, 


Jacquerod Heads Hill 


R. O. H. Hill Inc., New York, 
engraver and thermographer, has 
elected Henry R. Jacquerod, for- 
merly vice-president in charge of 
production, as president and treas- 
urer. 


Moses Joins Ziv Co. 


Lawrence Moses has been named 
merchandising director of Cisco 
Kid Products Inc., New York, a 
subsidiary of Frederic W. Ziv Co. 
He formerly was associated with 
Lustberg, Nast & Co. 


Drummy Joins Petry 


Richard E. Drummy, former 
WOW, Omaha, salesman, has been 
added to the staff of the Dallas 
office of Edward Petry & Co., ra- 
dio-TV station. representative. 


Dinion Appoints Mazey 

John R. Mazey, formerly with 
Fuller & Smith & Ross, has been 
appointed an account executive of 
Erwin Dinion & Co., New York. 


Langdon Joins ‘TV Guide’ 

Hal Langdon, formerly in the 
media department of Young & 
Rubicam, has joined the eastern 
sales staff of TV Guide, New York. 
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‘Seatile Times’ Study Shows Brand 
Leaders Aren't Always Too Secure 


SeaTTLe, July 28—Consumer 
preference here among top brands 
of dozens of retail products has 
narrowed in the past three years, 
an examination of the Seattle 
Times’ 1950 Consumer Analysis 
indicates. 

While some leading brands have 
increased the margin over second 
and third choices, a check shows 
that more often the trend is for the 
top two or three to bunch up closer. 
In many cases, brands that ranked 
farther down the list in earlier 
studies have gained stronger po- 
sition in consumer preferences, 
though they may not have moved 
up in the rankings. 

Presumably the bunching up re- 
fects greater competition in adver- 
tising and selling in later postwar 
years. 


a The Times’ study is the third it 
has published on an annual basis. 
The study is patterned after those 
of the Milwaukee Journal. 

Wonder bread is the leading 
brand in consumer preference for 
white bread, but its standing has 
dropped from 35% in 1948, the first 
study by the Times, to 28.4% this 
year. In the same period, Hansen’s 
moved from 13.4% to 24.3%. 

U & I, a beet sugar, regained top 
position in consumer preference 
over C & H, a cane sugar. U & I is 
preferred by 51.8% of consumers 
in the panel of 5,000 families, and 
C&H by 46%. 

Preference for cake mix showed 
a big shift. At the same time, the 
use of cake mix has jumped from 
11.8% in 1948 to 52.1% this year. 
Betty Crocker takes the lead with 
32.9%; Swan’s Down is second at 
27.5%. Neither was in the Seattle 
market two years ago. Duff’s, the 
leader in 1948, now rates third 
with 13.1% and Cinch is fourth at 
9.1%. Actually, because the mar- 
ket has expanded so fast, the num- 
ber of families buying Duff’s and 
Cinch has increased in the past 
two years. 


s Krusteaz, with 89.5% of the pie 
crust mix market in 1948, drops 
to 64.9% this year, while Betty 
Crocker, a newcomer here, moves 
in at 26.7% for second place. 

Among packaged coffees, Hills 
Bros. retains the lead with 29.8%, 
a drop from 34.5% two years ago. 
M.J.B., at 14.6% this year, shows a 
slight decline in two years, while 
Folger’s and Mannings registered 
big gains for the next two posi- 
tions,in consumer preference, Fol- 
ger’s moving up from 4.6% to 
10.8%, and Mannings from 4.2% 
to 6.9%. 

Durkee’s margarine was the 
leader with 47.8%, but the margin 
over Nucoa at 25.4% and All 
Sweet at 10% was tighter than two 
years ago, when Durkee’s topped 
the list with 59.4%. 

Use of margarine increased 
among lower income groups. High- 
est use was in the $2,000-$4,000 in- 
come bracket, at 62.5%; lowest 
was in the over $6,000 income, at 
43.7%. Among families in the top 
come group, 88.9% use butter; 
under $2,000 income, the propor- 
tion drops to 72.7%. Darigold, Car- 
nation and Arden, ranking in that 
order, all gained a little over their 
Standings in 1948. 


® Canned orange juice is used 
Primarily among lower income 
families, the survey shows. Under 
$2,000 annual income, 32.1% of 
families report using canned orange 
juice; over $6,000, 24.3%. Libby’s 
is top brand, 33.7%. 

But frozen orange juice concen- 
trate is bought primarily in the top 
income bracket, where the figure 
1s 21.2%. In the bottom bracket 
only 5.1% use this product. Lead- 


ers are Birds Eye, 25%; PictSweet, 
22.7%, and Cedergreen, 11.2%. 

Use of household deodorizers 
has nearly doubled, rising from 
37.3% two years ago to 61.1%. 
Air-Wick at 48.7% leads, but its 
margin has been cut by Sweet- 
Aire at 19.2% and half a dozen 
newcomers. 

Detergents have cut in on soap 
for washing dishes, but Ivory is 
still the leader, at 37.4% (down 
from 45.2% two years ago). Tide, 
new to the market in the past two 
years, now is second at 11.7%. 

Toni home permanent tops the 
list this year with 72.2% prefer- 
ence, down from 82.9% last year. 
Richard Hudnut moves up from 
11.1% last year to 17.4%. 


a The Times survey is based on 
questionnaires returned between 
Feb. 13 and March 15. It shows 
9,176 television receivers in use at 
that time, or 5.2% of the sample. 
A year previously, when television 
had just been started, 1,406 sets 
were in use. 

The 1949 survey reported that 
7,383 families in the city intended 
to buy a TV set during the year. 
Actual purchases, the current sur- 
vey indicates, were 7,770. This 
year, 6.5% of the sample, repre- 
senting 11,461 families in metro- 
politan Seattle, intend to buy a 
television receiver during 1950. 

The number of prospective buy- 
ers of automobiles has dropped in 
each of the last two years. (The 
survey was made before Korean 
fighting sent buyers scrambling). 
The number who intended to buy 
in 1948 was 24,677 in metropolitan 
Seattle, based on the Times’ area 
sample. Last year it was 20,356, 
and this year, 17,544. 


a Chevrolet again takes the fancy 
of the largest group of prospective 
buyers. Of those intending to buy 
a car this year, 32.9% list Chevro- 
let as their preference; this com- 
pares with 19.7% last year and 
26.5% two years ago. Ford is sec- 
ond with 10.6% and Plymouth 
third with 7.4%. Buick and Pon- 
tiac tie at 6.2%. 

Shell at 19.4% took the lead in 
consumer preference for gasoline. 
Standard, which polled 21.7% two 
years ago and 20.5% last year, 
dropped into second place this year 
with 16.8%, followed by Union 
and Texaco. At the same time, 
Standard lost some of its prefer- 
ence among holders of gasoline 
credit cards, dropping from 46.2% 
in 1948 to 35.9% this year, a pref- 
erence, however, that still gave it 
leadership among users of credit 
cards. 

In all, 28.3% reported using 
credit cards regularly, and 16.3% 
infrequently, a slight decline in 
regular use. 


‘Hardware Age’ Directory 
Tops Previous High in Ads 


The current 1950 catalog and di- 
rectory issue of Hardware Age, 
now being mailed to 35,000 sub- 
scribers, tops last year’s high in 
advertising volume, Leonard V. 
Rowlands, publisher and general 
manager, told AA last week. The 
issue contains 1,094 pages and re- 
quired 125 tons of paper to print. 

A total of 905 advertisers are 
represented on 631 pages of net 
advertising. This compares with 
last year’s high of 884 advertisers 
and 588 pages of advertising. The 
issue also contains thousands of 
manufacturers’ names and ad- 
dresses, brand names and product 
headings arranged for quick refer- 
ence. 


Gasman Moves N. Y. Office 
Arthur M. Gasman, advertising 

and public relations, has moved its 

New York office to 71 W. 45th St. 
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FOR MEMBERS—The Oil Industry Information Committee is distributing this 24-sheet 


poster to oil marketing companies for them to use during Oil Progress Week, Oct. 
15-21. Many other promotion materials are being supplied members for the obser- 
vation. 


Orders Roll In 
on Certainty 
of Defense Work 


Suppliers in All Major 
Fields Swamped; Some 
Allocations Imposed 


New York, July 28—With the 
certainty of increased defense pro- 
duction, suppliers in all major mar- 
kets are being swamped with or- 
ders. In many cases voluntary al- 
locations have been imposed and 
prices have spiraled. Among the 
highlights of the week have been 
the following: 

Cigarets: With R. J. Reynolds 
Tobacco Co. increasing wholesale 
prices on Camel and Cavalier cig- 
arets from $7.75 to $8 per 1,000, 
local retail sources are planning 
to raise cigarets 1¢ a pack to 2l¢ 
or two packs for 40¢. Prices on 
cartons are likely to rise in New 
York from $1.75-$1.80 to $1.85- 
$1.90. 

Steel: A gray market already 
exists. American buyers are plac- 
ing orders in Europe. Iron Age re- 
ports that gray marketers are ask- 
ing and getting $180 to $210 per 
ton for imported cold rolled sheets 
from warehouse here, and $160 to 
$200 for hot rolled. Ingots are be- 
ing quoted at $75 to $80 a net ton. 
Domestic prices on cold rolled 
sheets are about 4.10¢ to 5.10¢ per 
Ib.; on hot rolled, 3.35¢ to 4.15¢; 
and on ingots about $50 a net ton. 
Steel consumers are reported as 
“frantically trying to build up and 
balance their inventories, and 
price consciousness is fading fast.” 


@ Whisky: Major whisky makers 
are starting to allocate their 
straight brands. Scotch is becom- 
ing harder to get as importers are 
conserving their stocks. Christmas 
buying by commercial organiza- 
tions is reported to have started 
two months in advance in antici- 
pation of higher prices. 

Textiles: Prices have risen 5% 
to 20% in the last two weeks and 
buyers are rushing to place fill-in 
orders. Complaints of scarcities in 
most cotton goods are held to be 
justified. The sheeting division of 
Textron Inc. has started to operate 
three shifts on a six-day week and 
is employing more men. Effective 
yesterday, the New York Cotton 
Exchange increased margin rates 
upward from $5 a bale with the 
boost becoming larger with each 
advance in the price of cotton. 

Electronics: Several electronic 
parts makers have canceled their 
peacetime orders in order to co- 
operate with war production con- 
tractors in emergency output for 
national defense. Types of products 
affected included principally items 
used in new building construction, 
electrification systems, household 
communications devices and office 
communications equipment. 


@ Machine Tools: Orders have 
risen more rapidly in the past two 
weeks than in any similar period 


in the past three years, the Na- 
tional Machine Tool Builders Assn. 
reports. 

Household Appliances: Depart- 
ment and specialty stores are try- 
ing to cover themselves against in- 
ventory shrinkage. Landers, Frary 
& Clark has announced that it is 
setting quotas among distributors 
on a percentage basis governed on 
seasonal orders for the past six 
months. 

Oils and Spices: The New York 
Produce Exchange has upped mar- 
gin requirements 50% on futures 
in cottonseed oil, soybean oil, and 
black pepper. 

Razor Blades: Sidney Weil, ex- 
ecutive vice-president of Ameri- 
can Safety Razor Corp., issued a 
statement during the week that 
there is no need of “scare” buying 
of razor blades, razors or brushes 
as a result of the Korean situation. 
He said inventories of raw mate- 
rials and finished stock are ade- 
quate. 

Milk: Milk prices in grocery 
stores here will rise 1¢ a quart on 
Aug. 1 and home delivered price 
will advance 1%¢. Other dairy 
products are expected to follow 
within a few weeks. 


‘711 Ocean Drive’ 
TV Ad Plugs Pull 


‘Terrific’ Business 


New York, July 28—Columbia 
Pictures’ “711 Ocean Drive”—first 
motion picture to use television as 
the principal advertising medium 
—enjoyed a “terrific” opening day 
at the Paramount theater box- 
office, according to Columbia of- 
ficials. They said business “held 
strong” throughout the first week. 

Columbia spokesmen said the 
TV advertising was so successful 
that the studio would probably be 
“a lot more receptive to television” 
in the future, provided a movie 
seems adaptable to TV exploita- 
tion. 

TV “saturation campaigns” were 
used both here and in Los Angeles 
for “711 Ocean Drive,” a film on 
gambling, beginning ten days be- 
fore opening date. The drives “re- 
sulted in the best New York Par- 
amount opening since January, 
with the exception of the Bob 
Hope personal appearance, and in 
Los Angeles in the biggest open- 
ing at the Hill Street and Pantages 
since Easter week.” 

Using its TV subsidiary, Screen 
Gems, Columbia prepared more 
than 40 special film clips and trail- 
ers. In New York, Edmond 
O’Brien, star of the movie, made 
personal appearances on 12 TV 
programs in two days. 


‘Bride’ Names Miss Potts 


Alexandra Potts, bridal consul- 
tant who has master-minded more 
than 50,000 weddings in 25 years, 
has been appointed merchandise 
counselor for Modern Bride. She 
will provide manufacturers and 
retailers in the bridal industry 
with promotional programs. 


Salvation Army Names 

The Salvation Army of Phila- 
delphia has named Gray & Rogers, 
Philadelphia, as its public rela- 
tions and publicity agency. 


12 Metropolitan 


Areas Show Gain 
of 6,530,340 


WASHINGTON, July 28—A special 
Census Bureau tabulation avail- 
able here today showed that the 
nation’s 12 largest cities and their 
surrounding metropolitan areas 
held nearly 41,982,698 during April, 
an increase of 6,530,340 since 1940. 

That means that the big-city 
areas got about a third of the in- 
crease as the national population 
went from 131,669,000 to 150,- 
500,000 (AA, July 24). 

Recapitulations of the reports 
coming in from the 1950 popula- 
tion census show that the five cities 
with populations over 1,000,000 
hold slightly over 10% of the total 
population, and the 17 cities with 
over 500,000, one out of every six 
residents. 


a Further analysis shows that 
nearly three tenths of the popula- 
tion is contained in 106 “over- 
100,000” cities. 

Eight states bordering on the 
Great Lakes have a combined pop- 
ulation of 58,414,114—more than 
a third of the population. The 28 
states bordering the Great Lakes, 
Atlantic, Gulf and Pacific hold 
four-fifths of the people. 

Manhattan Island, with an area 
of 22 square miles and a popula- 
tion of 1,938,551, had a density of 
88,116 persons per square mile, 
probably the most densely popu- 
lated spot in the world. Long 
Island, with 5,204,659, outstripped 
any state except New York, Penn- 
sylvania, California, Illinois, Ohio, 
Texas and Michigan. Its density 
was 3,715 persons per square mile, 
compared with 743 per square mile 
for Rhode Island, the state with 
the greatest density. 


w Here are the 12 biggest cities 
ranked by city size and by metro- 
politan area size: 


Cities 1940 

a A Fearne 7,841, 7,454,995 

Fea 3,631,835 3,396,808 

3. Philadelphia ....... 2,057,210 1,931,334 

4. Los Angeles ....... ,036 1,504,277 

s errr 1,837,617 1,623,452 

6. Baltimore ......... 941,809 859,100 
eee 909,546 878,336 

tS fy eee 852,523 816,048 
9. Washington ....... 792,234 663,091 

Sf Rie 788,552 770,816 
11. San Francisco ..... 760,381 634,536 
12. Pittsburgh ........ 673,700 671,659 

Metropolitan Area 
1. New York- 

N.E. N. Jersey... 12,838,143 11,660,839 

Te ED ocvccceess ,494,1 4,825,527 
3. Los Angeles ....... 4,330,962 2,916,403 
4. Philadelphia ....... 3,651,730 3,199,637 
EN 6.¢asvieese's 2,997,417 2,377,329 

Cb an06iensis 2,353,368 2,177,621 
7. San Francisco ...... 2,213,484 1,461,804 

8. Pittsburgh ........ 2,192,870 2,082,556 

D BE cevvccese 1,674,428 1,432,087 

10. Cleveland ......... 1,457,559 1,267,270 
1l. Washington ....... 1,452,349 967,985 
12. Baltimore ......... 1,326,259 1,083,300 


In distributing the figures for 
the 12 cities and their surrounding 
areas, Census Bureau cautioned 
that it is too soon to conclude that 
metropolitan area rankings will 
end up in this order. 

Just as Pittsburgh, twelfth in 
size as a city, outranks four larger 
cities in metropolitan area rating, 
other cities below Pittsburgh may 
eventually move into the top ten 
in the metropolitan area rating. 


Three Name Tri-State 


Tri-State-Advertising Co., War- 
saw, Ind., has been appointed to 
handle advertising for Armstrong 
Products Co., Warsaw, maker of 
industrial adhesives; Light Inspec- 
tion Car Works, Hagerstown, Ind., 
maker of railway inspection cars, 
clutches and transmissions, and 
Nustyle Products Co., Burket, Ind., 
maker of plywood novelties. 


Studio Starts Consumer Ads 


Loucks & Norling Studios, New 
York, has launched a series of con- 
sumer ads in The New Yorker to 
promote the studio’s services on 
creative and technical production 
problems. 
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Media Say War News 
Hasn't Cut Schedules 


(Continued from Page 1) 
to think that business is going to 
be better the second half than it 
was the first part of the year. 

The opinion found throughout 
the newspaper field was expressed 
by Larry Knott, assistant adver- 
tising director of the Chicago Sun- 
Times, who said, “We haven’t been 
affected as yet. If it keeps going 
and the government restricts credit 
buying and people create short- 
ages from hoarding, there may be 
a very definite cut. But that is 
well in the future.” 

On the magazine side, Fred 
Baur, Chicago advertising man- 
ager for Look, commented, “As 
far as we’re concerned there’s been 
no effect as of the moment.” He 
added that most advertisers seem 
to be sitting tight to see what the 
government edict will be. 


ws John F. Morrissy, Chicago ad- 
vertising manager for Life, pointed 
out that his magazine’s advertis- 
ing volume has not been affected. 
However, he revealed that one ap- 
pliance manufacturer had changed 
from a sales contest ad to a regular 


Boy wow we 


We ed a little questionnaire to 
find out if you knew: 

1. What market FLOWER GROWER covered. 
2. What FLOWER GROWER's circulation 
was. 

75% of those who answered knew that 
FLOWER GROWER Circulated to Amateur 
(or home) Gardeners. That's a pretty small 
percentage when you consider that 


Edited for and circulated to 
Home Gardeners 


here's what really knocked us flat 


The country's most interested, active, buy- 
ing gardeners ore FLOWER GROWER 
readers. 

FLOWER GROWER Magazine 
70 East 45th St., New York 17, New York 


or institutional one because heavy 
buying had eliminated his large 
inventory within the past two 
weeks. 

“It’s a little hard to know yet,” 
Joe P. Eves, western manager for 
Meredith Publishing Co., ex- 
plained. “We can’t tell for cer- 
tain when we approach an issue 
what causes it. Almost everyone 
seems to be sitting tight and wait- 
ing to see what happens without 
getting panicky.” 

Giving an opinion held by most 
advertising men in the business 
magazine field, Edward H. St. 
Jules, Finance advertising man- 
ager, said, “There hasn’t been too 
much effect here. Manufacturers 
I’ve talked to seem to be going 
along with their regular plans, but 
watching to see if there are going 
to be any curtailments or if they 
are going into war work.” 


s L. E. Williams, advertising man- 
ager of Retailing Daily, revealed 
that, “Up to this point it hasn’t 
affected us. There’s been some de- 
ferment on the part of manufac- 
turers till they can find out where 
they’re at. In the future there may 
be a shift from selling merchandise 
to selling themselves and their or- 
ganizations, something they’ve ne- 
glected the past few years.” 

A number of others agreed with 
Mr. Williams in regard to the 
possible change in copy and ap- 
proach if restrictions come, and 
they go along with his opinion that 
such institutional advertising is 
well in the future. 

One advertising man warned, 
“It’s important that we don’t take 
on too many war babies that are 
merely spending tax dollars and 
are not really national advertisers, 
as some books did in the last war.” 


'He was joined by another who be- 


lieved that now was a good time 
for a manufacturer to establish 
himself as a national advertiser, 
for in another all-out war govern- 
ment would look carefully at 
tremendously increased ad bud- 
gets. 


s Both independent and network 
radio men gave a similar summary 
of the situation: “No effect yet, 
but some uneasiness and hesitation 
on future plans.” However, all re- 
ported that present and future 
plans for the fall are going along 
as usual. 

Edward C. Cunningham, NBC 
sales manager, agreed that there 
has been no definite effect yet, but 
“there has been quite a bit of un- 
certainty.” John Ackerman, as- 
sistant sales manager at CBS, 
added, “Most of our clients are 
facing*it realistically and there’s 
been no panic.” 

In discussing possible copy 
changes, WJJD Sales Manager 
Fred G. Harm warned, “People 
are resenting advertisers that 
stress possible shortages, and 
we’ve had quite a few calls from 
advertisers asking to change their 
copy away from that line.” 

Television men expressed the 
same general opinion as their ra- 
dio counterparts. Charles Dwyer, 


‘| of WENR-TV’s (ABC) sales serv- 


ice, said that it hadn’t affected 
them at the moment except that 
one or two accounts affected by 
steel might cancel. However, these 
two were more than balanced by 
the addition of new accounts. 


ws “We’ve had certain advertisers 
show reluctance and cancel be- 
cause of material curtailments,” 
Ben Drake, WBKB sales coordi- 
nator, replied, “and many can sell 
all they want now without adver- 
tising. But it’s balanced by those 
whose products will need more ad- 
vertising in a war situation.” 


S A Ce hte HEE ETT can tot 


To own a Columbia Car is a mark of 
distinction, refinement and good taste 


es gioame & pow day work, You an meaty and wilng @ pare 
wRRe pour munene for & meter Cor thet will seve you hours exch dap, 


Rosas 


OLD TIMERS—These are two of about 250 ancient advertisements of automobiles 

dating back to 1901, as collected in “Automobile History Scrapbook,” published 

by Wiglesworth-Chasteen Inc., Mission, Kan., at $1.50. At left is an ad, circa 1908- 

10, for the Sears, Roebuck & Co. car. At right, the Columbia, advertised as “one 

of the three best cars built’—a theme currently used to good effect by Berghoff 
beer (AA, July 24). 


There is also an air of calm 
watchfulness in the outdoor field, 
despite its being badly hit during 
the last war. A. L. Bauers, vice- 
president and secretary of General 
Outdoor Advertising Co., said that 
business is going right along as 
usual. 

Patrick E. O’Brien, western 
manager of John Donnelly & Sons, 
sees very little change, and said 
that there have been no cancela- 
tions. “I think people are sitting 
back to see what happens,” he ex- 
plained, and added that if there 
should be restrictions, he believes 
that copy will switch over to the 
public service line of promoting 
the company rather than the prod- 
uct. 


a In New York, Time Inc. found 
no evidence of widespread cancel- 
ations forming; in fact, there were 
indications that some advertisers 
were going ahead with schedules, 
thinking primarily of preempting 
space if paper allocations were to 
reappear. 

L. H. Brownholtz of O’Mara & 
Ormsbee, while cautioning that it 
is still too early to draw any con- 
clusions, reported that his com- 
pany has not been confronted with 
any cancelations. Mr. Brownholtz 
said that he doesn’t anticipate any 
mass changes in newspaper sched- 
ules by advertisers for “some time 
yet.” 

At Jann & Kelley, Vincent Kelley 
found business unchanged during 
the past two months. There have 
been no mass cancelations due to 
the Korean situation, he reported. 


es Looking toward the future, Mr. 
Kelley said he believes there will 
be schedule changes as civilian 
goods become scarce and industry 
diverts part of its production pow- 
er to military orders. He did not 
estimate when these changes would 
become noticeable or when adver- 


tisers would be compelled to 
change their copy approach to fit 
reduced inventories, 

Howard C. Story, of Story, 
Brooks & Finley, noted a canceled 
schedule across the board for the 
American Sugar Refining Co. Mr. 
Story predicted that the cancela- 
tions, which he said will come, will 
be followed by schedules based 
upon a wartime economy and high- 
er excess profits taxes. 

Branham Co. reported a cancel- 
ation for General Motors Accept- 
ance Corp. (which handles financ- 
ing of GM automobiles) pending 
issuance of new rules on consumer 
credit. 

Sawyer-Ferguson-Walker Co., 
New York, reported that the only 
cancelation of a national schedule 
received by them was for an 
ad promoting Norge refrigera- 
tors by Norge division, Borg- 
Warner Corp. The ad was a grav- 
ure insert scheduled to run in 
Richmond and several other south- 
ern cities. 


Seattle Buyers’ Guide Out 


The “1950-51 Buyers’ Guide for 
Seattle and King County,” listing 
1,500 concerns in reference to 
products made or marketed in Se- 
attle, has been published by the 
marketing division of the Seattle 
Chamber of Commerce. Copies are 
available at $1.50 each. 


Pierce Joins KMED 


Jennings Pierce has resigned as 
manager of stations relations, pub- 
lic affairs and education, and guest 
relations of National Broadcast- 
ing Co.’s western division to be- 
come general manager of KMED, 
Medford, Ore., NBC affiliate, ef- 
fective Aug. 1. 


Four A’s Names Wittner 

Fred Wittner Advertising, New 
York, has been elected a member 
of American Assn. of Advertising 
Agencies. 


Advertising Age, July 31, 19g 


BAB Releases Five 
Model TV Rate Cards 


New York, July 27—Br 
Advertising Bureau, followingg 
year of preparation, has releagag 
a set of television rate card recom. 
mendations in a_ spiral- 
booklet holding five model rats 
cards. 

The rate suggestions were drawy 
up by the Television Standardiggs 
tion Group, a committee com 
of stations, station representati 
and network executives. It wy 
under the chairmanship of Eugen 
S. Thomas, recently appointed 
manager of television operations 
for WOR. 


s Publication of the recommenda. 
tions followed approval of the 
board of directors of the National 
Association of Broadcasters at its 
recent meeting. The booklet was 
compiled with the cooperation of 
the committee on radio and tele. 
vision of the American Associa. 
tion of Advertising Agencies. 

The five rate cards containej 
in the booklet are identical, with 
the exception of a different modd 
rate table for each. The mode 
tables were designed to fit several 
pricing practices prevalent among 
stations. 

The Television Standardization 
Group is now working on a pro- 
posed standard contract for tele 
vision stations, a joint project be 
ing undertaken with the Four A's 
committee on radio and television 
broadcasting. 


Boat Show to Freystadt 

Naticnal Assn. of Engine & Boat 
Manufacturers has appointed £ 
M. Freystadt Associates, New 
York, to handle advertising for it 
4lst annual National Motor Boa 
Show to be held at Grand Centr 
Palace, New York, Jan. 12-0 
—- eee and newspapers will 
used. 


‘Farm Journal’ Ups Rate 

Farm Journal, Philadelphia, ha 
raised its rate for a b&w pag 
from $6,600 to $6,975, based on: 
guaranteed circulation of 2,850, 
0°0. The increase amounts to abou 
5% over the 1948 rate. 


Baker Joins Fellman 

Elias B. Baker has resigne 
from the advertising department @ 
U. S. News & World Report to 
join Leonard F. Fellman & Ass 
ciates, Philadelphia, as accoum 
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AHEAD—This gaily decorated gift box, holding a perfume purse flacon, should 
make the gift problem easier for men along about next Christmas-time, in the 
view of its maker, Lentheric Inc. 


Independent Directory Ordered to Stop 
Pasting Ads of Others on Its Contracts 


WASHINGTON, July 26—By a 3-1 
vote, the Federal Trade Commis- 
sion today ordered Independent 
Directory Corp., which operates 
out of Chicago and New York, to 
stop pasting advertisements clipp- 
ed from other publications to con- 
tract forms which it mails to 
prospects. 

The commission’s majority con- 
ceded that the contracts clearly 
explained that the advertisement 
had been clipped from another 
publication but it said the expla- 
nation is often overlooked and 
that many prospects sign the con- 
tracts “in the mistaken belief that 
they are simply renewing their ad- 
vertisements in the publications 
from which the advertisements 
are taken.” 


s Commissioner Lowell Mason 
disagreed. The Federal Trade Com- 
mission is the protector of the pub- 
lic interest, he said, “but we are 
not guardians ad litem to the 
Mortimer Snerds who can read 
but won’t, who don’t have to sign 
contracts, but do.” 

FTC said salesmen soliciting list- 
ings for the directories which the 
concerns publish for various trades 
may continue to use pasteups. The 
order applies only to mail order 
activities which bring in an esti- 
mated 30% of the listings. 

The commission’ s official report 
said the mail order contract forms 
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“contain a number of statements 
and disclaimers which, if carefully 
read by a prospeet to whom the 
forms are sent, would probably 
preclude any misunderstanding as 
to the identity of the publisher.” 
But records show that the practice 
of attaching advertisements ap- 
propriated from local telephone di- 
rectories and other publications 
has actually deceived many of the 
prospects. 


sw It is the commission’s opinion, 
in view of all the circumstances, 
that the practice carries a definite 
potentiality of deceiving others in 
a similar fashion regardless of the 
cautions, disclaimers and explana- 
tions printed on the form. 

In such circumstances the appro- 
priated advertisement may so ar- 
rest a prospect’s eye and so insu- 
late him with such familiarity and 
certainty, that to him even a cur- 
sory examination of the form ap- 
pears useless and time wasting. 

In a separate opinion for the 
majority, Commissioner John Car- 
son warned those who make use 
of artfully designed contracts with 
their plethora of deceitful fine 
print must assume the burden of 
proof that fine print is not in fact 
a well designed and unlawful trap 
for the unwary. 

If “good will” can be restored 
to its rightful place in a free econ- 
omy as being the greatest asset any 
business can have or should have, 
then there is no justification for 
tolerating contract forms and other 
methods which may well deceive 
the least literate of consumers. 


a In the dissent, Commissioner 
Mason commented, “I don’t think 
we should tell the merchant, the 
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National Nielsen-Ratings of Top Radio Shows 


Week of June 18-20, 1950 
All figures copyright by A. C. Nielsen Co. 


Current Previous _ Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,523) (6.2) (—0.4) 
1 1 Lux Radio Theater (CBS) ..........60cccceees 6,309 15.5 —0.5 
2 4 Walter Winchell (ABC, Richard Hudnut) ........ 5,006 12.3 +0.8 
3 3 Godfrey’s Scouts (CBS, Lipton) ............... 4,803 11.8 +0.2 
4 2 My Friend Irma (CBS, Lever Bros.) ............ 4,762 11.7 —1.0 
5 23 Red Shelton (CBS, PAG) ......0..-cesvseees 314 10.6 +2.0 
6 7 Horace Heidt Show (CBS, Philip Morris) ........ 4,111 10.0 —0.1 
7 27 Meet Corliss Archer (CBS, Electric Co.) ........ 4,111 10.1 +17 
8 29 This Is Your F. B. I. (ABC, Equitable Life) ...... 3,989 9.8 +15 
9 8 You Bet Your Life (CBS, DeSoto-Plymouth) .... 3,989 9.8 —0.3 
10 5 Bob Hawk (CBS, R. J. Reynolds .............. 3,948 9.7 —12 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,425) (3.5) (—0.3) 
1 1 EC. occ cccetbaetes 2,605 6.4 —0.5 
2 4 Lone Ranger (ABC, General Mills) ............ 2,320 5.7 +0.1 
3 3 Counter-Spy (ABC, Pepsi-Cola) ................ 2,279 5.6 0.0 
WEEKDAY (AVERAGE FOR _ oe (1,832) (4.5) (—0.1) 
1 1 Arthur Godfrey (Li Tre & Myers, CBS) .......... 378 8.3 —0.6 
2 2 Romance of Helen at (C88, ‘Whitenait) piatand 3,297 8.1 —0.1 
3 3 Ma Perkins = Seuaebadbhuseeetovece 3,134 7.7 —0.2 
4 9 Fst ape ey 2,971 7.3 +0.4 
5 6 Our Gal, Sunday (ces, EEE caccdoccsese 2,930 7.2 0.0 
6 8 Pepper Young’s Family (NBC, P&G) .......... 2,849 7.0 0.0 
7 4 Wendy Warren (CBS, General Foods) .......... ,808 6.9 —0.4 
8 r2 Aunt Jenny (CBS, Lever Bros.) .............4. 2,768 6.8 0.0 
9 15 . -. 2 *. Serres 2,768 6.8 +0.5 
10 10 WE GOUEE EE aNbevcsgetercccsdeccgts 2,727 6.7 —0.2 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,913) (4.7) (—0.6) 
1 1 Armstrong Theater (CBS) .............ceeeuee 3,419 8.4 —17 
2 2 Grand Central Station (CBS, Pillsbury) .......... 3,256 8.0 —1L3 
3 3 Stars Over Hollywood (CBS, Armour) .......... 2,930 7.2 —12 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,180) (2.9) (0.0) 
1 1 True Detective Mysteries (pes. Williamson) .... 2,646 6.5 —2.0 
2 3 cue Kane-Private Eye (MBS, ) 2,564 6.3 +0.3 
3 2 Shadow (MBS, DL&W Coal-Grove Labs.) ........ 2,483 6.1 —0.8 
Nielsen New York TV Ratings 
Four Weeks Ended July 8 
Program Homes Homes | Program Homes Homes 
(%) (000) (%) (000) 
Godfrey’s Talent Scouts (CBS, Lights Out (NBC, gs epeneee 23.7 326 
SS oh ae eR bas 6 bet 6 36.5 502 | The Goldbergs (CBS, Sanka) ...... 3.7 326 
Toast of the Town (CBS, Godfrey & His Friends (CBS, Chester- 
Lincoln-Mercury) .............. 34.7 {Se eerie 23.4 322 
Philco TV Playhouse (NBC) ...... 29.4 it & ho. Ree 21.1 290 
Studio One (CBS, Westinghouse) ...25.2 347 | Man Against Crime (CBS, R. J. 
Martin Kane (NBC, U.S. Tobacco) .24.4 336 DS - crdedee deaeh<du fons 20.5 282 
Videodex Chicago TV Ratings 
July 5-11, 1950 
Copyright by Jay & Graham Research Inc. 
Homes 
Rating (000) Rating (000) 
1. Arthur Godfrey & Friends (Ches- $ The Big Story (Pall Mall) ...... 24.7 
POPMIOIE) 2. ccc cdccccccccesccs 41.2 216) 7. Original Amateur Hour (Old Gold) 23.7 135 
2. Toast of the Town (Lincoln-Mer- 8. Four Star Theater (local) ...... 23.6 124 
TTT ee 30.2 158 a the Music (Admiral, Old 
3. Premiere Playhouse (local) ..... 26.5 139 TP 6 6e0andoeeo@adese votes 22.6 119 
4. Philco Playhouse .............. 25.9 136) 10. }.. TV Theater (local) .... 21.9 115 
S rele TY Vhenter .. nc cccccccee 25.8 135 


business man or the public that no 
matter how explicit a written con- 
tract is and no matter if the same 
is properly executed by the cus- 
tomer appending his name to the 
document, the written terms of the 
contract are of no moment; that 
it is impressions and not the writ- 
ten words that count. 

“If the prohibition were the 
other way around,” he declared, 
“it might have some justification. 
I can imagine a salesman bludg- 
eoning a prospect into signing a 
contract under such circumstances 
as would amount to fraud, but 
when a purchaser bludgeons him- 
self with no one else around, I can 
see no way for us to protect him 
against his own unwillingness to 
be protected.” 


Acquires Vending Machine 
Worthington Pump & Machinery 
Corp., Harrison, N. J., has acquired 
rights, designs and patents for- 
merly held in cup beverage vend- 
ing machines by Stewart Products 
Corp., Greenwich, Conn. Lyon In- 


dustries, New York, in which 
Worthington has a_ substantial 
stock interest, will market and 


service the 500-cup vending ma- 
chine formerly marketed and serv- 
iced by Stewart. 


James Lees & Sons Names Two 
Howard M. Turner Jr. has been 
named sales promotion manager of 
the carpet division of James Lees 
& Sons Co., Bridgeport, Pa. 
Briggs Kaesshaefer, former adver- 
tising manager of Pioneer Sus- 
pender Co., has been appointed 
market research manager, suc- 
ceeding Carlton R. Asher, who has 
been transferred to advertising 
manage, of the carpet division. 


Susan Tours Joins Davis 

Susan Tours has joined Davis 
& Co., Los Angeles agency, as a 
space and time buyer. 


Gibbs Organization 
Adds Joseph W. Bailey 

John E. Gibbs & Co., New York, 
radio and television program agent, 
has named Joseph W. Bailey, for- 
merly with Grey Advertising 


Agency, as a member of the staff | ‘ 


to supervise packages in radio and 
television. Mr. Bailey first will be 
assigned to “Robert Montgomery 
Presents Your Lucky Strike Thea- 
ter,” which returns to NBC Sept. 
11 under the sponsorship of the 
American Tobacco Co. 

Mr. Bailey also will contact 
agencies and advertisers with pre- 
sentations for new business. 


Seven Join GMA r 

Seven companies that sell their 
products through grocery chan- 
nels have recently joined the Gro- 
cery Manufacturers of America, 
making a total of 20 companies 
that have joined the association 
during the past eight months. 

The seven new members are: 
Angostura-Wupperman Corp., New 
York; Bunte Bros., Chicago; Al- 
bert Ehlers Inc., Brooklyn; Gir- 
ard’s Inc., San Francisco; Griggs, 
Cooper & Co., St. Paul; 8.0. 
Johnson & Son, Racine, and Philip 
Morris & Co., New York. 


National Plans Fall Drive 
National Shoe Stores will use 
newspapers, radio and_  televi- 
sion in New York and 14 other 
cities in the fall to push the 
theme: “You get more for your 
money at National.” Most of the 
increased ad budget, according: to 
Emil Mogul Co. Inc., New York, 
advertising agency, will be used 
for a heavy schedule of radio pro- 
grams and spot announcements. 
Mogul has prepared a new singing 
commercial built around the theme 
“National shoes ring the bell.” 


Allen Agency Moves 

Allen Advertising Agency, Chi- 
cago, has moved to larger offices 
at 159 E. Chicago Ave. 


Approves WOIC Sale 
to ‘Post’ and CBS 


WASHINGTON, July 26—The Fed- 
eral Communications Commission 
today approved the sale of TV Sta- 
tion WOIC to WTOP Inc., a broad- 
casting corporation controlled by 
the Washington Post with a 45% 
minority interest held by CBS. 

The $1,400,000 deal was the 
third TV sale this year. Previously 
WBTV, Dallas, and KLEE-TV, 
Houston, had been transferred to 
newspaper interests. 

General Teleradio Inc., a sub- 
sidiary of R. H. Macy & Co., said 
it was disposing of the Washington 
TV station in order to concentrate 
its attention on WOR-TV, New 
York. 


Faribault to MacKenzie 

MacKenzie Inc., Minneapolis, 
has been appointed to handle ad- 
vertising of Faribault Woolen 
Mills, Faribault, Minn. National 
trade, travel, and women’s service 
publications will be used to pro- 
mote Faribo all wool blankets and 
Faribo Pak-A-Robe. 


wike 
lenicuttunn 


FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dallas, Texas 
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ANA Postpones 
Meeting with 
Radio Networks 


(Continued from Page 1) 
study audiences city by city; the 
method of evaluating the audience 
and the value of the medium is 
understood to be ANA’s principal 
concern. 

Whether the networks had ac- 
tual fear of anti-trust action is 
not clear; one leading advertising 
attorney says they had no reason 
to be afraid. On the other hand, 
I. W. Digges, ANA attorney, ad- 
vised the separate meetings with 
networks because this procedure 
clearly avoided any intimation of 
collusive action. This was the rea- 
son for the separate invitations— 
not, as some radio men have in- 
timated, to set up individual net- 
works as targets to be picked off 
one at a time. 

At this, Frank Stanton, CBS 
president, promptly objected in a 
letter to Paul West, head of ANA: 
“The procedure of meeting with 
each of the four networks seems 
unnecessary. I would suggest that 
all four networks be exposed to 
the presentation at the same time.” 

But while plans for the joint 
meeting were being made, the net- 
works withdrew, amid exhorta- 
tions from radio trade publications 
to boycott the meeting. 


NET RADIO UP FASTER 
THAN POPULATION: NBC 

New York, July 28—wNational 
advertisers and their agencies will 
be told that network radio is grow- 
ing faster than the country next 
week, when National Broadcast- 
ing Co. releases its latest sales 
presentation titled “Network Ra- 
dio.” 

Although not prepared as a de- 
fense for radio rates in television 
markets as an answer to proposals 
of the Association of National Ad- 
vertisers that adjustments be made 
for TV markets, NBC officials ad- 
mitted that the presentation will 
stand as one answer to the issue. 

The network’s case for support- 
ing radio is based on six major 
characteristics as outlined in the 
presentation: 


my 


a 
ae Total farm income of Siouxland, the 
oe 56-county Sioux City, lowa, market 
was $970,000,000 in 1949 according 
WB to Sales Management's 1950 Survey 
a of Buying Power. Sioux City is one 
of the top three cattle and hog mar- 
HB kets in the nation. It is also an im- 
Qs portant) «manufacturing, wholesale 
rs and retail center. Its diversity in 
sources of income from farm, stock- 
. 7 yards and factory gives it a basic 
a soundness of economy equaled by 
os few other sections of the country. 
7 
cd 
‘ 
¢ 
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Your sales message cannot 
reach this market by utilizing 
any medium or combination 
of mediums with anything 
like the effectiveness or com- 
pleteness afforded by Sioux 


HE MAGAZINE OF WESTERN LIVING 


A ‘SUNSET’ SUMMER—The Emporium, San Francisco department store, recreated 

Sunset Magazine's May cover in one of its show windows as part of its compre- 

hensive “make way for a Sunset summer” promotion. The promotion theme, and 

merchandise advertised in the magazine, were featured in 21 of the Emporium’s 

Market St. windows; throughout the first floor, and in most of the departments. 

Sunset Magazine has issued a 30-page brochure with photographs and a com- 
plete description of the promotion. 


1. Radio’s bigness. 

2. Radio’s dramatic and exciting 
qualities. 

3. Radio’s speed and flexibility. 

4. Radio’s impact. 

5. Radio as the biggest salesman 
of all time. 

6. Radio has the lowest cost pic- 
ture. 

Supporting the statement that 
radio is big and growing faster 
than the country, the promotion 
lists the growth of radio families 
in the U. S. during the four-year 
period ending in January, 1950, as 
6,702,000, which it claims is great- 
er than the increase in circulation 
of all daily newspapers, television, 
and of four weekly national maga- 
zines. 

During the same period, the 
presentation points out, the in- 
crease in American families was 
only 5,250,000. 


s New radio families, NBC adds, 
become radio families voluntarily 
and without promotion from cir- 
culation measures taken to boost 
users of the medium. The network 
estimates that America spent $4 
billion for 54,000,000 new radio 
sets during the past four years. 

Analyzing radio’s penetration on 
the basis of city size, NBC de- 
scribes coverage as varying from 
88.6% on the farm to 94.5% in 
rural farm areas and 95.5% in ur- 
ban sections. 

Appraising losses to television, 
the presentation admits that in an 
average week during 1950-51 an 
average half-hour evening pro- 
gram will have 6.7% fewer poten- 
tial listeners than in 1948. 

Giving television a total circu- 
lation of 10,000,000 families, the 
presentation arrives at a figure 
of 35,097,000 families as represent- 
ative of radio’s total. NBC further 


boosts radio by emphasizing na- 
tional coverage and points out that 
television will cover only 63 mar- 
kets. Some of those markets, ac- 
cording to the presentation, have 
television penetration that is far 
from the complete market. NBC 
television penetration on a weight- 
ed average basis is 35% for all 
cities having TV stations. 

Substantiating this average with 
examples, NBC figures show tele- 
vision with penetration ranging 
from 6% in Nashville, 22% in 
Binghamton, 37% in Detroit, to 
TV’s high of 56% in Baltimore. 

The presentation pits radio 
against three other media by giv- 
ing an example of one advertiser’s 
cost of running a premium promo- 
tion. Results, according to the pre- 
sentation, showed that radio de- 
livered inquiries at 10¢ each, with 
Sunday supplements costing twice 
as much, daily newspapers four 
times as much, and magazines to- 
taling 13 times the cost of radio 
inquiries. 


New Reporting Service Opens 

The Business Reporting Bureau 
has opened offices at 550 Fifth 
Ave., New York, and will furnish 
clients with daily reports on the 
formation and personnel of new 
companies, movings and the open- 
ing of branch offices. The report- 
ing service has been designed for 
companies whose largest sales po- 
tential comes from new establish- 
ments and movings. 


United Appoints Johnson 

Robert E. Johnson, formerly 
director of advertising, has been 
named to the new position of di- 
rector of public relations and ad- 
vertising and assistant to the pres- 
ident of United Air Lines, Chica- 
go. He takes over the duties of 
Gail Borden, who resigned as di- 
rector of public relations. 


Blue Cross PR Personnel Told to Use 
Market Research; Hold Annual Meeting 


Cuicaco, July 28—Associated 
Hospital Service of Philadelphia 
won the grand award for public 
relations activity at the fifth an- 
nual Blue Cross-Blue Shield Plans’ 
public relations conference, held 
here July 27-28. 

More than 100 Blue Cross-Blue 
Shield public relations personnel 
from all over the country attended 
the two-day meeting. Besides the 
grand award, six other trophies 
were presented for outstanding 
public relations projects, along 
with nine honorable mentions. 

Miss Bee Angell, of Bee Angell 
& Associates, gave the opening 
talk on the factual approach to 
membership enrollment, in which 
she explained how Blue Cross- 
Blue Shield representatives can 
increase membership by skillful 
use of market research. 


ws “Market research provides the 
only real link between the pro- 
ducer and consumer,” Miss Angell 
pointed out, and added that it is 
just as important for the consumer 
to know the company as it is for 
the company to know its customer. 

She said that by analyzing the 
type of person already a member, 
Blue Cross-Blue Shield salesmen 
can direct their sales drive at that 
type of person, thereby getting an 
exact target to aim at. 

In the opening day’s second dis- 
cussion, Henry W. Wenning, Mar- 
tin E. Segal & Co., New York, told 
of the opportunities for group 
health insurance in the labor field, 
and emphasized the public rela- 
tions importance of such an or- 
ganization remaining clear of con- 
troversies such as the current one 
over socialized medicine. 

Dale Cox, public relations di- 
rector, International Harvester Co., 
spoke at luncheon on the need for 
advertising and public relations 
people to work together. Defining 
advertising as “selling the prod- 
uct” and public relations as “sell- 
ing the company,” Mr. Cox said 
that the latter requires coopera- 
tion between advertising and pub- 
lic relations men. 

“Public relations is doing the 
right thing, in the right way, at 
the right time, and then telling 
people about it,” he explained. 


s The annual awards for the best 
public relations projects were 
unique this year because of a very 
noticeable trend toward more pro- 
motion through newspaper ads. 
Another innovation was the use 
of television. A special award, for 
a long-range community program, 
was also presented for the first 
time. 

Judges were Robert Aitchison, 
editor, Industrial Marketing: 
George A. Brandenburg, Chicago 
editor, Editor & Publisher, and A. 


'K. Bucholz, Chicago Journal of 


| 
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Commerce. 
Winners were: 


Southern California, Los Angeles. 
II (200,000-500,000 members): Tie betwee, 
Akron Hospital Service and Hospital Sery. 
ice of Northeastern Pennsylvania, Wilke, 
Barre. Class III (100,000-200,000) : 
Service Assn. of New Orleans. Class jy 
(under 100,000 members): Medical Sepy. 
ice Assn. of Pennsylvania. Special a 
for long-range community program: B 
Cross Hospital Plan with Kentud, 
Physicians Mutual Inc., Louisville, 


‘Guns and Butter’ 
Economy Possible, 
Asserts ‘Fortune’ 


New York, July 26—The unig 
American military asset is 
American economy, Fortune 4 
clares in its leading August artick 

The article, “America’s Commit. 
ment,” says the U.S. decision 4 
meet Soviet force with force, ) 
Korea, does not mean a “guns & 
butter” choice for Americans, & 
a matter of defense policy, it say 
we must choose both: “The guy 
and butter potential of the US 
economy was never higher tha 
today.” 

American business and consum- 
ers now have a duty to be ready- 
not only for all-out war, Fortum 
declares, but for that war “not 
come.” This means: to avoid com 
mitting U.S. industrial reserve 
prematurely, and to keep on deve. 
oping the economy’s capacity an 
flexibility in peacetime markets, 


= “It seems safe to predict 
the economy could handle an 
crease in defense spending to $! 
billion without regimentation. W 
great good sense on the part d 
government and business manage 
ment, a military expansion to th 
level of $25 billion might even & 
absorbed into an essentially fre 
and civilian economy.” 

“Mid-century, it looks as thoug 
U.S. business is capable of a sus 
tained era of prosperity rathe 
than weakened by periodic reces 
sions of no great severity. A 
Soviet-American relations unfold 
much or all of this prospect mi 
be abruptly altered. 

“What will not be altered is th 
fact that the U.S. economy, asi 
approached new and as yet unpre 
dictable demands on its vitality, 
was a going, growing concern. Tha 
is the most potent political ani 
military fact in the world today. 


Murray Names Bond, Felder 


Richard D. Bond, former vic 
president of Doubleday & Co., N 
York publisher, has been 4 
pointed merchandise manager f 
the home appliance division @ 
Murray Corp. of America, Scrat 
ton, Pa. Albert Felder, forme 
with Pittsburgh Water Healé 
Corp., has been named _ associall 
merchandise manager of the divi 
sion. 
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Advertising Can 
Play Vital Role 

ital Sery. 

a) IN War: Deiding 

tial Sery. 

1, Wilkes. pato ALTO, CAL., July 27—‘“Ad- 

: Hospitii vertising can be one of the vital 

clea § forces which can win for the 

ial @ American way of life the battle 
am: 5 now raging in men’s minds,” ac- 

“OE cording to Don Belding, president 

: of Foote, Cone & Belding and of 

’ Freedom Foundation. 

r Speaking at the ninth annual 

Stanford Business Conference at 

e, Stanford University here, Mr. 
Belding said: 

“J have been asked to predict 
unio the destiny of advertising should 
“igs ty the Russians force us into total 
ine q war. 
 artich) 4“: would answer this by asking 
‘ommit.q Upon what basic premise would we 
ision ga fight such a war. 
orce, pg “Is it the premise that we will 
: lose? 
re i “Or is it a premise that we will 
it say § win? 
he guy “If we plan to lose, then nothing 
he US much matters. 
er tha 

a “If we plan to win, as win we 
consum-§ must, than our economy must come 
ready~§ out of the war, no matter how long 

Fortum§ it lasts, as strong as possible. We 

“not p§ must also come out of the war de- 

id com-§ termined to preserve our way of 

reserves life because that’s what we would 

n devel be fighting to keep. Our way of 

city ang life does not mean that we will 

irkets, § come out of the war a socialistic 
state, but a capitalistic state which 

‘ict t must then accept its responsibility 

» an ing of gradually helping to raise the 

g to $¥q standard of living of the world 

on. Wii and helping to police the privi- 

part dm leges of free people while this is 
manage being done. 

n to th “This means that our businesses 

even kg must be maintained free and that 

lly fre their names, their wares and their 
potentialities must be kept con- 

; thougg stantly before the American people 

fa sug “uring the entire period of the 

c reces “We must also constantly keep 

ity. A before the American people the 

unfolif basic tenets of the American way 
ect mag Of life for which we are fighting. 
This will be the major public serv- 

1d is th ice of advertising. 

ly, as il 

t unpreg ® “To do all this will require the 

vitalityg Perpetuation of advertising on 

rn. Thég about the same basis as the last 
cal ang War. Thus, roughly 1.5% of the 
today’ Sales product should find its way 

into advertising channels. The fig- 

‘elder - was 1.6% during World War 


“Advertising benefits the con- 
sumer by bringing him more goods 
at lower prices, raising his living 
standards in the process. Adver- 
lising creates jobs through new 
inventions, It helps to raise the 
real wages earned by labor. Ad- 
vertising strengthens the business 
structure and hence the whole 
economic system. Advertising im- 
proves the revenue of the govern- 
ment. 

“Advertising is the magic key to 
lower prices in mass production. 

“And in its public service appli- 
cation through the expression of 
ideas, advertising can be one of 
the vital forces which can win for 
the American way of life the bat- 
tle now raging in men’s minds, and 
Which will continue to rage until 
the gentle wirigs of peace descend 
at last on the world.” 


U. S. Has 6,510,500 TV Sets 


On July 1 there were 6,510,500 
S sets installed in the U. 
» according to Hugh M. Beville, 
director of plans and re- 
search. Distribution is spread over 
‘ markets, with New York on 
°p with an estimated 1,410,000 
hin followed by Los Angeles with 
“gpa sets and Chicago with 545,- 


Last Minute News Flashes 


Agricultural Chemical Schedules Dailies, Radio 


New York, July 28—The agricultural chemical division of American 
Cyanamid Co. will use radio spots and newspapers through mid-Octo- 
ber on its Aero Cyanamid granular, a tobacco weed killer, and its Aero 
Cyanamid special grade cotton defoliante. Ten radio stations and 29 
newspapers will be used in Tennessee, Virginia, Kentucky and North 
and South Carolina for the tobacco weed killer, and 69 newspapers and 
21 radio stations will be used for the cotton defoliante in North Carolina, 
Georgia and Alabama. Newspaper ads will vary in size and frequency. 
Hazard Advertising Co. is the agency. 


P&G Sponsors Murrow News for Tide 

CINCINNATI, July 28—Procter & Gamble Co. will sponsor the Edward 
R. Murrow news program for Tide starting July 31 over 31 midwestern 
CBS stations at 7:45 p.m., CDST. Benton & Bowles is the agency. 


John S. Wiggins Resigns CBS Position in Chicago 


Cuicaco, July 28—John S. Wiggins, sales promotion and research 
manager of the Columbia Broadcasting System here, resigned today 
as a result of a “disagreement on policy.” James Cornell Jr., manager of 
radio research at Foote, Cone & Belding, Chicago, succeeds Mr. Wiggins 
in the CBS post. 


Lever, BBDO Subscribe to Expanded Hooperatings 


New York, July 28—Lever Bros. Co. and Batten, Barton, Durstine 
& Osborn have subscribed to Expanded Hooperatings Service, a mar- 
ket-by-market audience reporting operation furnishing comparable 
measurements of radio with radio, TV with TV, and radio with TV. 
The Lever subscription includes Lipton tea and Pepsodent divisions. 
BBDO subscribed for its New York, Chicago, Los Angeles and San 
Francisco offices. Lever is the fourth advertiser taking the service, and 
BBDO is the 12th agency. 


Gettelman Brewing Co. Names Hoffman & York 


MILWAUKEE, July 28—A. Gettelman Brewing Co. has appointed Hoff- 
man & York Inc. to handle its account. In addition to the brewery’s 
TV advertising, newspaper, outdoor and radio will be used. 


Elgin Watch Fall Ads Will Guarantee Mainspring 


Ean, ILu., July 28—Elgin National Watch Co. ads this fall will 
guarantee the company’s “durapower” mainspring against failure dur- 
ing the lifetime of the timepiece. The guarantee is probably the first of 
its type offered by a jeweled watch manufacturer. 


Macfadden Plans Ad Columns; Other Late News 


e Macfadden Publications Inc. plans shopping guide sections for True 
Story and Sport beginning in November issues. Ads in “Shop with 
True Story” will cost $12.80 a line while “The Sport Shopper” rate 
is set at $3.85 per line. 


e American Chicle Co.’s new product (AA, July 24) will be a chewing 
gum cough drop. No name has been selected yet. Dancer-Fitzgerald- 
Sample will handle advertising. 


e Robert Meeker Associates, New York, has been designated as sales 
representative for WTTV (TV) and WTTS (AM), Bloomington, Ind. 


e Geyer, Newell & Ganger, Dayton, O., has appointed Francis J. Fitz- 
gerald, previously a copywriter with Dayton Rubber Co., as production 
manager of the Dayton office. 


e Rhodes Pharmacal Co., Cleveland, has bought an additional quarter- 
hour for the Gabriel Heatter news broadcast over Mutual Broadcasting 
System from 9:30 to 9:45 p.m., Sunday night, starting Aug. 20. O’Neil, 
Larson & McMahon, Chicago, is the agency. 


e Receiver sales division of Allen B. DuMont Laboratories, New York, 
has advanced prices on all television models approximately 10%, 
effective Sept. 1. 


e Nyo-Lene Laboratories Ltd., New York, manufacturer of cosmetics, 
has appointed O’Brien & Dorrance, New York, for the introduction of 
Filmasque facial in test markets. 


e Swift & Co., Chicago, has opened a spot television campaign for Pard 
dog food over WNBQ in Chicago and WJZ-TV in New York. The six 
20-second spots feature “testimonials” by dogs themselves, through 
Jerry Fairbanks Productions’ animation process. The spots will be ex- 
tended to other video markets. 


e Nation’s Business has appointed Lyle Lodwick assistant promotion 
manager and has added Jules G. Evens Jr. to it eastern sales staff. 
Mr. Lodwick formerly handled circulation and advertising promotion 
for publications of the American Chemical Society. Mr. Evens was 
formerly a sales representative with The American Legion Magazine 
and before that was associated with the Sherman K. Ellis agency. 


e Frederick Cunningham, formerly art director of J. J. Gibbons Ltd., 
Vancouver, B. C., advertising agency, has joined the staff of Aubrey, 
Moore & Wallace, Chicago. More recently he was with Montgomery 
Ward & Co. and Waldie & Briggs Inc., Chicago agency. 


ance with provisions of the Selec- 
tive Service Act. 

NBC will pay employes with the 
network for six months or more 
an amount equal to the difference 
between the base pay (omitting 
overtime) received during the last 
full month of their employment 
and any lesser amount to be re- 
ceived for their first full month’s 
service in the armed forces. 


ARTHUR UNGAR 
Det Mar, CAL., July 28—Arthur 
Ungar, 64, editor and part owner 


NBC Outlines Plan 
for Its Personnel 
in the Armed Forces 


New York, July 28—National 
Broadcasting Co. has outlined its 
wartime policy covering person- 
nel entering military service. The 
policy is a reinstatement of the 
rules governing network person- 
nel during World War II. 

All regular employes who are 
called or volunteer for military 
service will be given leave of ab- 
sence without pay for the dura- 
tion of their term of service. The 
network will reinstate employes 
after military service in accord- 


lishment in 1933, died here July 


ming. 


of Daily Variety since its estab-' 


24 of a cerebral hemorrhage after — & Toilet Goods Gillette 
. . ° . oo" 
suffering an accident while swim-| pousehold Equipment & 


ad 


INJECTOR—This housewife is shown us- 

ing the new Savorizer, a device to inject 

flavors and spices into meat, fowl or fish. 

Michael Shore Inc. has been named by 

Vanguard Associates, Chicago, to launch 

a $100,000 opening ad drive for the 
product. 


Crossley Studies 
MBS Stations, Shows 
Lead in 116 Areas 


New York, July 26—According 
to a national study by Crossley 
Inc. in 116 markets covering 42 
states where the Mutual Broad- 
casting Co. has the only network 
affiliate in town, MBS leads with 
a 34%4-to-1 rating advantage. 

The Crossley results were taken 
from 552,000 telephone coinciden- 
tal interviews and gave Mutual 
(which has disputed “outside” sta- 
tions’ coverage claims) the lead in 
the comparison with 58% for day- 
time listening and 53% at night. 

The rating results of the four 
networks were: 


Station Day Evening 
Mutual 12.6 13.7 
Net A 2.9 4.7 
Net B 2.8 44 
Net C 1.0 1.3 
Independent 2.5 1.7 


The ten top Mutual commercial 
programs averaged a 15.8 rating. 
Rating of the ten programs with 
the next highest network rating 
include: 


Program Mutual Next 
Highest 
Gabriel Heatter 19.5 5.4 
Twenty Questions 18.8 45 
Roy Rogers 15.8 2.6 
Bill Henry 15.4 5.5 
Checkerboard 
Jamboree 15.2 2.1 
Straight Arrow 15.1 2.4 
Nick Carter 15.1 3.7 
True Detective 14.5 1.8 
Queen for a Day 14.5 2.8 
The Shadow 14.1 1.9 


Starch’s TV Report 
Shows Effects on 


Brand Acceptance 


New York, July 28—Daniel 
Starch & Staff, in comment on its 
latest television report, has placed 
commercials for Pall Mall cigar- 
ets first in effectiveness. 

Research on brand acceptance 
for each commercial was conduct- 
ed over a nine-month period. List- 
ed in order of increase in buying 
by viewers over non-viewers, 
Starch rated six brands: ~ 


Pall Mall 28% 
LAID ccninstucssabchoinseshinisiodcorsectcagpoiie 26% 
Camel 12%- 
PU TEI | schisscoesishcasinsoiaphimmencttpcdmsontengties 11% 
Chesterfield 10% 
Old Gold 2% 


The report points out that while 
Pall Mall leads, the recent trend 
has been downward. 

Reporting leaders in viewing 
for different product classifica- 
tions, Starch rated cigarets as the 
leader with 89%, an 8% lead 
over the next highest classifica- 
tion: 
Automotive 
Cigarets & Tob 


12% 
89% 


Mercury 
Chesterfield 


60% 
Lipton 81% 
Supplies Congoleum 62% 
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Zenith Claims Top 
Financial Shape 


Cuicaco, July 27—‘Zenith en- 
joys today the best financial con- 
dition it has ever known—and 
barring the international situation 
—the outlook for the future has 
never been brighter,” E. F. Mc- 
Donald Jr., president of Zenith 
Radio Corp., told stockholders to- 
day. 

He cited three Zenith innova- 
tions as being responsible for the 
demand for Zenith receivers. One 
is the Cobramatic record changer 
which plays any size or speed of 
phonograph record. The second is 
the “Lazy Bones” remote control 
for television which enables chang- 
ing of stations without the neces- 
sity of fine tuning, volume control 
and other adjustments. The third, 
according to Cmdr. McDonald, is 
the reflection-proof screen for 
viewing TV in a lighted room. 

He revealed that steady progress 
has been made with Phonevision. 
The company is in the final stages 
of preparing for a limited commer- 
cial test of this with 300 Chicago 
families (Story on Page 40). 

Three hundred test families have 
been selected by the National 
Opinion Research Center of the 
University of Chicago, from about 
51,000 that applied in the Chicago 
area to be on the panel. (Zenith 
had run large-space ads calling for 
applicants.) During the test, Zen- 
ith says, a different feature film 
will be broadcast each night; panel 
families must pay $1 to see each. 


ws However, he pointed out, this 
does not mean the FCC has or will 
authorize Phonevision as a regular 
commercial service for the public. 
He added that speculative activity 
in Teco Inc., organized to act as 
a booking agent for Phonevision, 
has been greatly reduced. 

According to McDonald, earn- 
ings in the hearing aid division 
have reached an all-time high. 

The Zenith president explained 
the company’s dropping from the 
automobile radio field was be- 
cause it yielded only a small profit. 
He said that the car radio facilities 
have almost been completely con- 
verted to home radio and TV pro- 
duction. 

In concluding the report to 
stockholders, McDonald revealed 
that Zenith now has substantial 
quantities of many critical mate- 
rials, but warned that shortages of 
other materials are threatened. 


Clyde Hall Called Up 
by Marines; ‘AA's’ First 


Clyde C. Hall, promotion man- 
ager of ADVERTISING AGE and In- 
dustrial Marketing, Chicago, has 
been recalled to 
active duty with 
the U. S. Marine 
Corps, on Aug. 7. 
Capt. Hall in 
World War II 
was with the 2nd 
Marine Division 
in the Saipan, 
Tinian and Oki- 
nawa operations 
and in the occu- 
pation of Japan. 

He was editor 
of Manufacturing Confectioner be- 
fore joining AA and IM. He is the 
first on their staffs to be called 
back to military duty in the cur- 
rent crisis. 


Clyde Hall 


Three Name Rat Agency 


Raf Advertising Inc., New York, 
has been appointed to handle the 
advertising of Fried Steel Mfg. 
Corp., New York; Wyssmont Co., 
Long Island City, N. Y., maker of 
engineering materials and equip- 
ment, and Bancroft-Hickey Mfg. 
Co., Bristol, Pa., maker of grind- 
ing wheels and abrasive products. 


Hufnagel Joins C. Morris 
Walter J. Hufnagel has joined 
the Cavanaugh Morris Advertising 
Agency, Pittsburgh. He formerly 
was associated with Geyer Print- 
ing Co., Kaufmann’s department 
store and Sykes Advertising. 
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Seeman Show Set 
for ABC Telecasts 


New York, July 25—Air-Wick 
will get television promotion this 
fall when Seeman Bros. assumes 
sponsorship of a new series, “I 
Cover Times Square,” over the 
American Broadcasting Co. net- 
work. Starting Oct. 5, the show 
will be regularly scheduled every 
Thursday from 10 to 10:30 p. m. 

The program will tell the story 
of how a newspaper columnist 
covers his field in search of news, 
with Times Square the center of 
activity. 

The show will be beamed over 
the following stations, with addi- 
tional TV outlets to be added later: 
WJZ-TV, New York; WFIL-TV, 
Philadelphia; WAAM, Baltimore; 
WMAL-TV, Washington; WXYZ- 
TV, Detroit; WENR-TV, Chicago; 
WCPO-TV, Cincinnati; WTVN, 
Columbus; WEWS, Cleveland; 
WBEN-TV, Buffalo; WDTYV, Pitts- 
burgh; KSD-TV, St. Louis; and by 
Vitapix transmission to WDAF-TV, 
Kansas City; KECA-TV, Los An- 
geles; and KGO-TV, San Francis- 
co. 

William H. Weintraub & Co. is 
handling the account. 


Fisher Breaks Ground 


Ground has been broken for the 
construction of a new two-story 
office building which is expected 
to be occupied about Sept. 1 by 
the David E. Fisher Advertising 
Agency in Towanda, Pa. 


AUTOMOTIVE 
SERVICE 
SHOPS 


“The Master Mailing List 


Most complete, most accurate, most 
effective Automotive Service Shep 
<n Lists available — at lowes? 
rates. Used regularly by large direct 
net Soeoeien. Over 143, verified names 
Kags | Dealers; 75,000 Repair Shops; 
ia000 fee ; 8,000 Automotive Jobbers. Ad- 
dressing ~e any shop classification by —_ 
Write fer detailed state counts, rates—complcte 
folder FREE on request. 


MOTOR SERVICE £47,.%; tvasuncton s 


CHICAGO 6, ILLINOIS 


Surfacing 


Floor 
Machine Co., Toledo, is offering this dis- 
play to help dealers establish a com- 
wate floor finishing. department. Part of 
a tional and trade 


COMPLETE—American 


odiatiden the full-color unit was de- 
signed and produced by Fred DuGar Co., 
Cleveland. 


FCC Grants Zenith 
Extra Time to Begin 


Phonevision Test 


WASHINGTON, July 26—The Fed- 
eral Communications Commission 
agreed today to give Zenith Radio 
Corp. until Oct. 1 to begin its test 
of phonevision, its proposed plan 
for subscription TV. 

Earlier FCC had balked at an 
extension on the grounds that Zen- 
ith was actively seeking to create 
a general impression that commer- 
cial phonevision would be avail- 
able in the near future. 

In agreeing to the extra time, 
FCC said Zenith had promised to 
break off any negotiations de- 
signed to induce other manufac- 
turers to install phonevision cir- 
cuits in sets currently being pro- 
duced, 


St. Regis Sales Climb 

St. Regis Paper Co. reports net 
sales for the first six months of 
1950 of $70,937,809, compared 
with $66,123,269 for the same per- 
iod in 1949. Net income, after pro- 
vision for federal taxes, amounted 
to $4,212,281 against $3, '202 ,888 for 
the first six months of last year. 


‘Steel’ to Drop Cover Ads 
After 72 years, Steel, Cleveland, 
will drop advertising from its out- 
side front cover, and change to an 
editorial-type cover starting Jan. 1. 


NORFOLK, VA. 


CITY ZONE POPULATION ALL-TIME HIGH 


These figures, from 
the May 1950 edi- 
tion of Standard Rate 
and Data Service, 
tell a dramatic story 


347, 


997* 


Toledo, Ohio..........341,663 
St. Paul, Minn.........331,570 
Columbus, Ohio. . 
San Antonio, Tex......322,291 
Akron, Ohio..........319,095 
Memphis, Tenn. . 
Omaha, Nebr... .. 


.+++.327,676 


.++.--305,510 
..+-282,635 


of the ity Zone | Honolulu, Hawaii......277,129 
population in Nor | Nashville, Tenn........266,505 
folk, Va. We are F 
now 38th in the No- Hempstead Town 
ai a alll CL. 0.) RW. Vow. eee ee 29,818 
ion n impo’ an 
menitesh vith tw quod Springfield, Mass......254,118 
Miami, Fla.............250,587 
newspapers! 
Richmond, Va.........228,014 


* ABC City Zone population as shown in latest audit report. - 


NORFOLK LEDGER-DISPATCH e 
NORFOLK VIRGINIAN-PILOT 


REPRESENTED BY THE JOHN BUDD COMPANY 
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‘Times-Union’ 
to Mark Opening 
of New Building 


ALBANY, July 28—The Albany 
Times-Union will celebrate the 
opening of its new plant here Aug. 
11, with week-long ceremonies, in- 
cluding a dinner at the Ten Eyck 
Hotel for some 350 notables, in- 
cluding Gov. Thomas E. Dewey, 
Mayor Erastus Corning, William 
Randolph Hearst Jr., and Fred 
Archibald, the T-U’s publisher. 

The new plant, located at 16-30 
Sheridan Ave., will have 72,000 
sq. ft. of working space, plus a 
10,000 sq. ft. garage, and increased 
press capacity of 70% over its 
old equipment. 

The new building is designed 
on the gravity flow principle: The 
composing room, on the fourth 
floor, feeds to the stereotype de- 
partment on the third. Connected 
with the stereo department is a 
two-story press room, holding 190 
tons of high-speed presses. 


ws Conveyors carry the finished 
product to the second floor mail 
room, where chutes dispatch bun- 
dles of papers to the ground floor, 
where the newspaper’s trucks are 
Waiting at docks. 

Two giant presses are capable 
of running 32,000 newspapers an 
hour, and will handle color. 

The Times-Union currently has 
nearly 60,000 daily circulation and 
120,000 Sunday. It was founded as 
the Albany Morning Times in 1856, 
absorbed the Courier in 1861, and 
became the Times & Courier. In 
1865 it switched to the evening 
field as the Evening Times. In 
1882 the Albany Evening Union 
was started, and nine years later 
the newspapers combined under 
their present title. The newspaper 
flourished under the supervision 
of Martin H. Glynn, onetime New 
York governor, who died in 1924, 
shortly after selling his interest to 
William Randolph Hearst. 


@ Earl W. Waldron and Henry H. 
Fris were publishers between 1924 
and 1938, when Mr. Archibald was 
appointed publisher. The news- 
paper is the largest in circulation 
in a quadrangle bounded north 
and south by New York City and 
Montreal, and east and west by 
Hartford and Syracuse. 

Among the guests at the open- 
ing ceremonies will be: Bugs Baer, 
George Dixon, Westbrook Pegler, 
George E. Sokolsky, Milton Caniff, 
Alex Raymond, Otto Soglow, Dr. 
Ruth Alexander, Inez Robb, Mer- 
ryle S. Rukeyser, Ethel Merman, 
Monty Woolley, Sylvia Sidney and 
Kay Francis. 


Bovril Plans Campaign 


Victor A. Bennett Co., New York, 
has been appointed to handle the 
advertising of Bovril of America 
Inc. Bennett plans an extensive 
campaign starting in the fall. In- 
serts will be used in newspapers 
in 138 markets across the country. 
Three or four national magazines 
and a number of Sunday supple- 
ments also will be used, as will 
radio and television. 


Leece-Neville Names O’Kane 


Leece-Neville Co., Cleveland, 
maker of automotive electrical 
equipment, has named William H. 
O’Kane, Cleveland agency, to han- 
dle advertising and promotion. 
Trade publications, direct mail 
and a promotional program will 
be used. 


LeBlond Appoints LaBonde 


Robert E. LaBonde has been 
named advertising and export 
manager of R. K. LeBlond Ma- 
chine Tool Co., Cincinnati, suc- 
ceeding B. N. Broakman Jr., who 
has joined Oliver H. Van Horn 
Co., Houston, as sales manager. 


PLAYDINE! 


Ug Pp stration 


" 


PLAYDINE INTRODUCTION—Daystrom Corp. 

adaptable for dining or for card games at the New York summer furniture market, 

Discussing its features (from left to right) are: Homer Simpson, sales vice-president 

of Daystrom Corp.; Frederick B. Heitkamp, vice-president of ATF Inc.; Peg Krahen 

buhl, of N. W. Ayer & Son (Daystrom agency); Paul Dollard, president of Day. 
strom; and W. R. Shimer of the agency. 


introduced this combination table 


BofA Study Shows 
Regional Variations 
in Soft Drink Sales 


New York, July 28—Soft drink 
buying is affected by consumer 
tastes, seasonal factors and sizes 
of bottles, according to “Regional 
Variations in the Home Purchases 
of Soft Drinks,” a study by the 
Bureau of Advertising of the 
American Newspaper Publishers 
Assn. 

Most “astonishing” finding, the 
bureau said, appears in the case 
of sparkling water, where New 
York City’s 5.9% of the population 
consumes 54.4% of the national 
total—more than all the rest of 
the country combined. 

“With flexible local media such 
as newspapers,” the bureau said, 
“the national advertiser of soft 
drinks can concentrate pressure in 
areas where there is a heavy de- 
mand for his type of beverage— 
where sales, generally speaking, 
come more easily and at lower 
cost.” 


Block Drug Sponsors Quiz 


Beginning Sept. 19, the Block 
Drug Co., Jersey City, N. J., will 
sponsor the Tuesday and Thurs- 
day broadcasts of “Quick as a 
Flash,” ABC audience participa- 
tion quiz. Cecil & Presbrey Inc., 
New York, placed the 52-week 
contract. 


Tourist Account to Goerl 


The German Tourist Informa- 
tion Office, New York, North 
American representative of Ger- 
man Tourist Assn., has appointed 
Stephen Goerl Associates, New 
York, as counsel on travel pro- 
motion and public relations. 


Union Steel Names Murphy 


William O. Murphy, formerly 
with Byrne Doors Inc., Truscon 
Laboratories and Detroit Edison, 
has been appointed sales manager 
of the materials handling equip- 
ment division of Union Steel Prod- 
ucts Co., Albion, Mich. 


Video Appoints Averbach 


Video International Inc., New 
York, television productions, has 
named Lou Averbach as general 
sales manager. He formerly has 
been assistant mid-eastern divi- 
sion sales manager of Paramount 
Pictures. 


Speckart to Jarman & Skaggs 
Jarman & Skaggs Advertising 
Agency, Salt Lake City, has ap- 
pointed Phillip A. Speckart as an 
account executive. He formerly has 
been with the Post, Pocatello, Ida. 


KSL Appoints Al Biorge 

Al Biorge, former manager at 
KGEM, Boise, Ida., has been 
named an account executive for 
KSL and KSL-TV, Salt Lake City. 


Names Vladimir Agency 


Dayton, Price & Co., export rep. 
resentative for Wildroot Co., But 
falo, N. Y., has appointed ‘Irwin 
Vladimir & Co., New York, 
handle overseas advertising o 
Wildroot hair preparations. 


Launches Cab Series 


Peoples Cab Co., Pittsburgh, has 
launched a spot ‘television cam- 
paign on WDTYV, Pittsburgh, on: 
13-week basis. Public Relation 
Research is the agency handling 
the account. 


Dixon Promotes Alton 


Charles Dixon Inc., New Yo 
photographic illustrator, has ap 
pointed Walter G. Alton, forme 
sales manager, as vice-presider 
in charge of the national sales d 
partment. 


ABC Shifts Ray Diaz 


American Broadcasting Co., New 
York, has added Ray Diaz, former 
ly with ABC’s stations division, 
to its program department as d: 
rector of program operations. 


To Morey, Humm & Johnstone 


Glenn Wilson, formerly wit 
Denson-Frey Affiliates & Tele 
vision Features Inc., has joined th 
copy department of Morey, Humm 
& Johnstone Inc., New York. 


Pack Forms Own Agency 
Alvin G. Pack, formerly exect 
tive vice-president of Statia 
KALL, Salt Lake City, has forme 
his own agency at 1214 E. Secor 
St., Salt Lake City. 


WANT TO SELL 
THE RURALSOUTH 


GRIER’S 


ALMANAC , 


Second, 
ONLY To THE BIBLE 


e@ IN CIRCULATION. Over 1 600,00 
Guaranteed and Audited. 


Stays in the home 365 days in 
@ IN PRESTIGE. Published Since | 


year. Sells the year ‘round. 
1951 Issue closes October 16th. 
Write for Rates and Full Details 
GRIER’S ALMANAS 
PUBLISHING COMPANY 
ATLANTA, GEORGIA 
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L. E. Fairchild, 
Head of Publishing 
House. Dies at 81 


New YorkK, July 25—Louis E. 
Fairchild, 81, chairman of the 
poard of ine Fairchild publications, 
publisher of trade publications 
and business books, died today at 
Port Jefferson, 


L. I. 

He had been 
active in the 
affairs of the 
publishing com- 

y since the 
turn of the cen- 
tury. He had an 
equally promi- 
nent part with 
his brother, the 
late Edmund W. 
Fairchild, found- 
er of the company, who died last 
December, in building up the Fair- 
child publications. These include 
Women’s Wear Daily, Daily News 
Record, Retailing Daily, Footwear 
News, Men’s Wear Magazine and 
a number of trade directories. 


L. E. Fairchild 


a The partnership between Mr. 
Fairchild and his brother, “E. W.”, 
was unusually close. They lived in 
the same town and usually rode 
the same trains to and from their 
office. They lunched together every 
day when neither had another 


appointment. In addition, they 
married sisters. 
Although “L. E.” was the 


“watchdog of the treasury” and 
scrutinized every proposal for. ex- 
penditure very carefully, he was 
eager to try new ideas that prom- 
ised greater efficiency. He is cred- 
ited with being the first to put a 
Ludlow machine in a New York 
newspaper composing room. The 
Fairchild pressroom also was 
among the first in New York to 
try the direct pressure method on 
mats in the stereotype process. 


as When the late E. W. Fairchild 
was forced by illness to retire, “L. 
E.” took on his brother’s responsi- 
bilities. But during recent years he 
turned over more and more of the 
direction of the business details 
to his son, Edgar W. B. Fairchild, 
vice-president and treasurer of the 
company. 

Louis W. and Edmund W. Fair- 
child Jr., sons of the founder, are 
president and secretary, respec- 
tively, of the company. 


WOW’s President, 
John Gillin, Dies 


Omana, July 25—John J. Gillin 
Jr., 45, president and general man- 
ager of WOW Inc., Omaha, died 
July 18 at Rhinelander, Wis., after 
suffering a heart attack. 

Mr. Gillin served as a director 
of the National Assn. of Broad- 


_| casters from 1931 to 1948, and was 


the youngest man on the NAB’s 
governing board in its 28-year his- 
tory. He joined WOW as an an- 
nouncer in 1929, and became its 
principal stockholder as well as 
president. 

He was former national director 
and vice-president of the U. S. 
Junior Chamber of Commerce. 


EUGENE N. SMITH 

PHOENIX, July 25—Eugene N. 
(Dick) Smith, 61, head of Dick 
Smith Associates, Phoenix public 
relations organization, died July 
12 following a heart attack suf- 
fered after making a speech at a 
political rally. 

He was former managing editor 
of the Kansas City Post, a part 
owner and managing editor of the 
Kansas City Journal-Post, man- 
aging editor of the Arizona Times, 
and United Press bureau chief in 
Phoenix. 


LEE LYLES 

Cuicaco, July 25—Lee Lyles, 57, 
assistant to the president of Santa 
Fe Railway, and in charge of the 
public relations department, died 
July 21 at St. Luke’s Hospital after 
an extended illness. 

He was a member of the advi- 
sory committee on public relations 
of the Assn. of American Railroads 
and a director of Public Relations 
Society of America. 


LEWIS D. LEVY 

PHILADELPHIA, July 25—Lewis 
D. Levy, 54, owner and publisher 
of World Wool Guide for the past 
18 years, died here July 16. 


EARL C. SAMS 

New York, July 24—Earl C. 
Sams, 66, chairman of the board 
of the J. C. Penney Co., depart- 
ment store chain, died yesterday 
at the New Rochelle Hospital. A 
native of Simpson, Kan., . he 
joined the chain’s founder, J. C. 
Penney, in opening the company’s 
first store in 1907 at Kemmerer, 
Wyo. He served as president of the 
company from 1917 to 1946, when 
he became board chairman. 


CARL A. JONES 

New York, July. 24—Carl A. 
Jones, 67, president and publisher 
of the Press-Chronicle, Johnson 
City, Tenn., and a director of Coca- 
Cola Bottling Co., died last night 
at the Park Sheraton Hotel here. 
He lived in Bristol, Va., and was 
president of Dixie Coca-Cola Inc., 
of that city. 


FREDERICK COLLINS 

Boston, July 25—Frederick L. 
Collins, 68, former president of 
McClure Publications, died here 
today at the Massachusetts Gen- 
eral Hospital. 

A native of Lawrence, Mass., 
he was educated at Harvard and 


A $2,000,000 CAMPAIGN TO LICK 
UNEMPLOYMENT IN LACKA. COUNTY 


BACKER—This is one of the outdoor posters contributed for use in Lackawanna In- 
dustrial Fund Enterprises’ campaign to provide jobs in Lackawanna County, Pa. 


served as secretary of the Crowell 
Publishing Co., New York, from 
1905 to 1910. From 1911 to 1920 
he was president of the McClure 
Publications, and editor of Mc- 
Clure’s Magazine most of that per- 
iod. 

Mr. Collins was president of the 
Periodical Publishers’ Assn. of 
America in 1920-21. From 1932 
to ’42 he was the principal staff 
writer on Liberty. 


ELMER J. WITTRY 

CuicaGco, July 26—Elmer J. Wit- 
try, 45, an account executive for 
the past 15 years with General 
Outdoor Advertising Co., died 
July 25 in his home, apparently of 
a heart attack. 


Emerson Boosts Prices 
of Entire TV Line 


Emerson Radio & Phonograph 
Corp., New York, has announced 
price increases ranging from 3% 
to 16% at factory levels for its 
entire television line. 

Prices set by the company in 
June were classed as “interim” 
prices to stimulate buying at the 
consumer level. 


Murray Names Sales Heads 


The home appliance division of 
the Murray Corp. of America, 
Scranton, Pa. has named S. R 
Mathison as New England regional 
sales manager and Joseph M. Ma- 
loney as New England district sales 
manager. Mr. Mathison was for- 
r.erly with Youngstown Kitchens 
and Mr. Maloney was once affiliat- 
ed with American Radiator & 
Standard Sanitary Corp. 


Hall Joins Francom Agency 


Nelson W. Hall, formerly with 
Station KALL, Salt Lake City, and 
Intermountain Network, has join- 
ed Francom Advertising Agency, 
Salt Lake City, as director of radio 
and television, and as an account 
executive. 


Ofters Printing Courses 


Evening courses in printing and 
related subjects will be offered 
this fall for the 34th season by the 
New York Employing Printers 
Assn. Inc. Classes will be open to 
workers in the offices of printers, 
advertising agencies, buyers of 
printing and publishers. 


Posters Spearhead 
Drive for Jobs in 


Lackawanna County 


ScRANTON, Pa., July 26—Outdoor 
advertising is being used exten- 
sively and effectively to spearhead 
a local campaign now being car- 
ried out by the Lackawanna In- 
dustrial Fund Enterprises, a com- 
munity organization headed by 
civic leaders of Lackawanna Coun- 
ty, which is sponsoring a county- 
wide industrial rehabilitation pro- 
gram designed to absorb 20,000 un- 
employed people. 

The campaign, which is ex- 
pected to run for five years, has 
plans for a $10,000,000 construc- 
tion program in new industrial 
plants. The immediate objective 
of the LIFE organization is to 
raise $2,000,000 outright in gifts. 
It has already raised half of that 
amount, and plans for a new plant 
are under way. 


s A good deal of the credit for 
this is given to outdoor advertis- 
ing. One of the first directives of 
the fund raising group was to give 
outdoor a prominent role. 

Five poster panels and two 
painted bulletins spread strategic- 


;| ally throughout the county carry 


the LIFE message of self-help to 
the 300,000 people of the county. 
Frank C. Walker, former post- 
master general, and co-chairman 
of the campaign, in commenting on 
the support which regional outdoor 
companies have extended to the 
campaign said: “Through constant 
repetition of the LIFE message, we 
hope to solicit $2,000,000 to divers- 
ify the industrial pattern of our 
county and provide jobs for our 
idle men. The generous amounts of 
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energy and space afforded to the 
campaign by outdoor advertising 
companies have been a source of 
great encouragement.” 

Outdoor advertising companies 
donating their services include the 
American Co., General Outdoor 
Advertising and Smith Co. 


Names McCarthy for Drive 


Ray McCarthy Advertising Serv- 
ice, New York, has been appointed 
to handle a campaign in Catholic 
Archdiocesan and Diocesan news- 
papers and national Catholic mag- 
azines to introduce Calvary Sta- 
tions of the Cross devotional beads. 
Direct mail, window and counter 
displays, spot radio and dealer 
aids also will be used. 


Kroger Appoints Armstrong 


Kroger Co., Cincinnati, has ap- 
pointed C. E. Armstrong, formerly 
director of dairy merchandising, as 
general manager of its fresh fruit 
and vegetable department with 
headquarters in Chicago. He suc- 
ceeds William A. Burns, who has 
resigned. 


Brazil TV Station Opens 


Radio Corp. of America has sup- 
plied preliminary television trans- 
mission equipment and receivers 
for Radio Tupi in Sao Paulo, Bra- 
zil. The station, which began oper- 
ations July 24 with transmission of 
test patterns, will be Brazil’s first 
television broadcaster. 


Names Edwin McClanahan 


Edwin T. McClanahan, former 
promotion manager of the Hous- 
ton Post, has been appointed pro- 
motion manager of Omaha World- 
Herald. He succeeds T. W. Sum- 
mers, who bought into a partner- 
ship in the Tribune, Mesa, Ariz. 


Appoints Jones a V. P. 

Ernest A. Jones, an executive on 
the Tontiac Motor Division ac- 
count, has been appointed as a 
vice-president of MacManus, John 
& Adams, Detroit agency. 


Burroughs Names Richardson 

William C. Richardson has been 
named to supervise the direct mail 
production department of Burr- 
oughs Adding Machine Co., De- 
troit. 


Chicago 5.lilimois * 
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Every single sales transaction . . . depends on what takes place at the retail counter! 


Your product design may be perfection. Your production may be streamlined. Your consumer adver- 
tising may blanket the country. But all these efforts mean nothing if the sale is muffed at the retail 
counter .. . if you have not done the right kind of job to win retailers’ cooperation and influence. 


Buyers look to their Haire Publication for the information and promotional “know-how” . . . for 
useable facts on management, buying, displaying, advertising and sales training . . . and for 
reports on trends, products and new resources. It is these exclusive services, obtainable nowhere 
else, that help the retailer determine the merchandise he will buy and promote. 


That’s why more than 3500 aggressive advertisers and their agencies, realizing this fact, do 
their primary dealer relations job in the Haire Publications . . . for many generations the 
basic merchandising texts for alert merchants, coast to coast. 


Sell the retailer through the one trade magazine he 
always reads—his own Haire Specialized Publication! 
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